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ADVERTISER'S WEEKLY 


MECHANISED 


SCREEN PRINTERS 


Selection Of 
Poster Sites 


Sm Ihe poster industry is 
from time to time criticised for 
displaying posters which contain 
a fair amount of reading matter 
in smallish type in positions 
which, owing to their height from 
the ground, are not casily read 
able by people walking in the 
Street When one investigates 
these complaints, it is generally 
found that posters are being dis 
played on sites which have been 


and reverved beforehand 


campaign by somebody 


iclected 
for the 


who has not been bricfed as to 
the design of the poster to be used 

Ihe post nedium is a flexrble 
one and, with care and foresight 
sites can b lected for all types 
of display But those selecting 
sites, whether it be the inspector 


of an agence the advertiser, the 


advertiser's repr ntative, or the 
contracto himself should be 
briefed fully, not only with infor 
mation as to the iitable loca 
tion for sites required, but also as 
to the nature of the poster that 
is going to be used, so that this 
can also be borne in mind when 
selection is made 
R. P. BAKEWELI 

Assistant Sales Manager 

Mills & Rockleys Ltd 
Fratton Ho 
Corpo Coventry 


The Young Entrant 
To Advertising 


Sie 1 should like to point out 
to Mr. R. A. Rycraft, whose letter 
you published on April 2 that 
when | spoke at Birn ham last 

; = month under the auspices of the 
ee = Birminghan Publicity Associa 

fae tion, | was addressing an invited 

r guest audience of educationalists 

rer, which ncluded headmasters 

“ careers-masters, and jocal Minis 

try of Labou officials My 

remarks, there re were largely 

. oncerned with the young entrant 


Enterprise 
er. imality and 
SHicient Service § 


TO THE 


LETTERS 


EDITOR 


coming to advertising straight 


from school or fresh upon his 
turn from National Service 
The extracts which you pub 
lished on April 6 under the head 
ing “How to start a career : 
show that I discussed the educa 
tional standard desirable n 
would-be beginners, and | most 


certainly referred to the faci 


ties for intensive study and the 
importance of academic qualifica 
tion advertising, but | was not 

on that occasion—bricfed to 
advise those whom your corres 
pondent refers to as “the older 
intake, learning the needs of the 
trade much later in life.” 


However, if Mr. Rycraft or 
indeed, any other of your readers 
to write to me about specific 
*r-problems with which they 
are faced, I shall be glad to hear 
rom them and to offer whatever 

elp I can 

The giving of educational and 


care 


care 


to some extent, vocational guid 
ince 18 a regular feature of the 
service available at the Adve 
tising Appointments Bureau 


H. QUENTIN FAICHNEY 
Secretary, The Advertising 
Appointments Bureau Ltd 

69 New Oxford St., V W = s 


How Can He 


wan He Get 
Training ? 


Sin.—-During the past four 
months, | have written to approx 
mately 400 agencies, and inter 
viewed a number running well 
over three figures without result 
I am not starting from scratch 
Il have two years journalistic ex 
perience, and held a tem 
porary Post a8 a junior 
for a few months 
a higa 


was 


have 
writer 
during which 
percentage Of my material 
used. But on each occasion 


when | have appled for a 


n 
copy 


joo 


in an agency, | have met with the 
same reply “We cannot take on 
inyone who has not had at least 
eighteen months experience.” 

Mr. Faichney, in his address 
reported on April 6, said an 
aspirant must ask for a job but 
not for training. If, however, he 
will investigate more closely, he 
will find that unless the circum 
tances are very exceptional, the 


ms will 
nan 


one 


thing fir 
take on a 


not do is to 
without tramuing, 


yet how and where he is to get it 
is his headache, not theirs 

Mr. Fa.chney complains of the 
number of try to 
invade the smugly 
content because they have written 
igazine or two 
intention to roll 
ind get down to 
it. Such men, | agree, deserve no 


young 


men Ww 
profession 
fOr a school m 
vuih no serous 


up their sleeves 


encouragement, Dut there are a 
large number of others like my 
self who are desperately sincere, 
und surely we should not be 
penalised by mecting with the 
same frigid indifference 

Recently 1 mentioned my 


shed adver- 
and immediately 
ion came over his 


a distingu 
ming executive 
a pained express 


Your 


troubles to 


face 


ambition is praise- 
worthy,” he told me, “but you're 
i little behind the ti unoffici 
illy, advertising to-day is practic- 
illy a closed shop.” A strangely 
complacent remark for a high-up 
in the profession because accord 
"g to him newcomers need not be 
considere at all 
Unless something is done to 


nt state of affairs 


rectify the pres 
—< advertising men of to-morrow 


will be reduced to a mere trickle. 
mad the artists, copywriters, and 
layout men of the future will be 
in grave danger of extinction 


1 
But I do feel 
opening for me 
inyone 


must be an 
omewhere. Will 


give if to me”? 


YOUNG ADVERTISING 
ASPIRANT 
{Name and address supplied.) 
(Has our correspondent thought 
f consultine Mr ichney? 


“Up Swordtails And 


At ’Em!” 


Sirn,.—1 recognise in | W 


Diwell, whose letter* appeared in 


your Apr 13 issue, the energetic 
ind knowiedgeable honorary 
ec iry of one of London's 
nt rous societies which cater 
for the interests of aquarists 

If anything, his lett errs on 
the side of understatement, The 
lower fis vdeed a ile of the 
pecies A ‘ rous hellerii, an 
exotic vedearmg tooth carp 
whose nat habitat is to be 
found in the waters of Mexico 


Not only has a 


May 4, 1950 


SEE US AT WORK 


AT THE 


STAND No. 


Swordtail been called a woman, 
but artistic licence has given him 
an undercarriage somewhat like 
an inveried dorsal! instead of his 
usual complement of pelvic and 
anal fins, and has allowed the 
extended lower lobe of the caudal! 


or tail fin (f which the com 
mon name of Swordtail ts 
derived) to show a 


rom 


curvature 


pleasing to the eye but which 
would be despised by all self 
respecting male Hellerii 

Men have enough to do these 


days to struggle against the claims 
for equality by women without 
Woman resorting to 
fuge of using both sexes as 
sentative of the one more 
emancipated. 

The 


the subter 
repre 


. thy 
reeenuy 


fish world is sensible 
enough to recognise the males’ 
true position in the scheme of 


things, and it is the gentlemen in 
the aquatic regions who, generally 
speaking display th better 
figures and enjoy the brighter 
colours 

Mr. Diwell may not have 
meant to do so, but by drawing 
attention to the errors has struck 
a blow in defence of the male 


species and at 


‘em! 


Up Swordtails 


wt 
Editor, 
and 
Dorset House 
Stamford St., S.E.1 


PAGE 
Life 
World 


ater 


Aquaria 


drew atte 


*In which he 
the “Woman 
Ad. Weekly 


April 6. 


nfion to 


advertisement on 


front cover of 


750,000 WEEKLY SEE 
IRISH SCREEN ADS. 


In the full pa advertisement 
for Cinema & General Publicity 
Ltd which appeared in our 
Republic of Ircland Supplement 
last week, it was stated that 
75.000 viewers each week see 
screen advertising = in Eire’s 
cinemas. This figure should have 
been 750,000. 


Britains B; 
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st 
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WOMAN’ Ou } 


The heavy demand for Woman's Own shows fo sign of Slackening==theré are still not enough 


Be S @ 


copies of this popular weekly to go round, despite a weekly sale of over 1,750,000! Pressure on 


advertisers are advised to give the earliest possible indication of their future requirements. 
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WOMAN’S ILLUSTRATED is a home-lover... 
~ thats why advertiterd find ut 40 profitable / 


fe WOMAN’S ILLUSTRATED has established for 
a” itself a warm affection in the hearts of housewives 


se 

fae A everywhere. This responsive readership is proved by 
0 ' the thousands of letters from readers which reach 
ee the editor every week. These letters prove that 


WOMAN’S ILLUSTRATED is the housewives’ 
“shop-window” and thus one of the most powerful 


(and profitable) sales forces in the country. Reserv- 
ations for 1950 are still possible—if you Aurry! 


Chas. E. Mander, Advertisement Director 
The Amalgamated Press Ltd., London, E.C.4 
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B.T.C. Will Ban All Competitive 
Transport Ads. 


PRIVATE AND STATE UNDERTAKINGS 
EQUALLY AFFECTED 


British Transport Commission 
has decided that it will not in 
future accept any commercial 
advertisements from transport 
services directly competitive with 
the Commission’s own activities, 
whether they be nationalised or 
private undertakings. 

Notices to this effect are being 
sent to agents and acdvertisers 
concerned this week. Mr.S.5S 
Wheeler, commercial advertise- 
ment officer, B.T.C., explaining the 
move to ADVERTISERS WEEKLY, 
said that a _ rigid § definition 
of all competitors of B.T.C. had 
not yet been agrecd, for some 
undertakings provide services 
which compete with B.T.C. in one 
way, but not in another 

(A hypothetical case we 
that of B.E.A 
clude a London-Edinburgh 


Presumably 


uld he 
services in 


‘rip 


whose 


since 
ways run trains from 
Scotland, this service 


he advertised or 

“Woman’s Own” 
Revises Rates: 
Sales Up 500,000 


An increase of half a 
on the circulation of W 
Own and revised advertisement 
rates are announced by Mr 
Stuart Mander advertisement 
director, George Newnes Ltd 

Sale now tops 1.750.000, as 
compared with 1,250,000 an 
nounced in September 1949 

Starting with the issue dated 
September the new monotone 
page rate will be £940 a page and 
pro rata Cost per page per 
thousand was Ils. 6d. at the old 
rate At the new rate the 
per thousand is decreased to 
10s. 9d.-—2-68d. per s.c. “inch 
The new rate for colour—£1,300 
a page and pro rata—is 14s. 10d 
a thousand. 


million 
oman's 


cost 


But bus 
makine a prestige anno 
for B.E.A. could be 
Mr. Wheeler said that the 
decision, which is similar in prin 
ciple to practices in many 
businesses 
mediately on 
newal contracts 


posters or streamers 
incement 


exhibited.) 


large 
into effect im 
new and re 
In existing con 


comes 


tracts, where posters are already 
on display, they will remain until 
the end of the term. Where they 
are on a “till cancellation” basis 
advertisers will be given the 
necessary notice, Where adver 
tisements now on display offend 
against the new ruling B.T.C. will 
ask advertisers to make amend 
ments 

Mr 
there 1s 


behind 


Wheeler emphasised that 
nothing Parliamentary 
this move. It has come 
about British Transport 
feels it is unwise to offer adver 
tising facilities to services which 
might undercut its fares. Revenue 
lost would be negligible 


because 


HAROLD WILSON ON SALE OR RETURN: 


RELIES 


Mr. Harold Wilson, President 
of the Board of Trade, made a 
Statement in the House of 
Commons last Thursday on the 
question of sale or return 

He was replying to Mr 
Haire (Soc., 


Jt 
Wycombe, Bucks), 
who asked whether his atten 
tion had been drawn to the 
introduction of sale or return 
conditions in relation to new 
periodicals; and if, in view of 
the continuing need for economy 
in the use of paper, he would 
take action to stop the practice 

Mr. Wilson’s reply was: “I 
think that a clear distinction 
can be drawn between allowing 
sale or return terms for a short 
period, such as four weeks, in 


ON TRADE’S GOOD SENSE 


order to launch a new publica- 
tion, and any general resumption 
of sale or return by either news 
papers or periodicals, which in 
the present paper situation we 
clearly cannot afford 

“T would not be prepared to 
see a general reversion to a sale 
or return system, and if a circu- 
lation campaign of that kind 
were to break out, accompanied 
by free gifts and other induce- 
ments, I should have to consider 
what action could be taken by 
order to end such a state of 
affairs. 

“T hope, however, that we can 
rely upon the good sense and 
restraint of the trade associations 
and periodicals concerned’ 


McWhirter 


Retires 


Mr. William A. McWhirter, who 
last November relinquished the 
managing directorship of Asso 
ciated News 
papers Lid 
to become 
joint vice 
chairman of 
the company 

retired 
doing 
he re 
ling u ishes 
the vice 
chairman 
ship of As 
sociated 
Newspapers 
and the vice 
chairman 
ship of 
Northcliffe Newspapers Group 
Ltd., and his seat on the Board 
of the following provincial news 
paper companies Cheltenham 
Newspaper Co., Lid; Derby 
Daily Telegraph Litd., Gloucester 
shire Newspapers Lid; Hull & 
Grimsby Newspapers Ltd.; Staf 
fordshire Sentine| Newspapers 
Litd.; Lincolnshire Publishing Co., 
Lid.; Swansea Press Lid 

Mr. McWhirter was a director 
of Daily Mirror Newspapers Ltd 
and of Sunday Pictorial News 
papers Ltd. unti] October 1946 


WA. McWhirter 


The Daily Telegraph amateur- 
professional foursomes — golf 
tournament will take place this 
year at the Formby G.C., Lancs 
October 5-7 


Theres no place like 
HOME NOTES 
-for Advertising with 
a Home Appeal 
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igns Chairmanships Of The et an 
; . ‘ ° , evising 1.C.C, 
“News Chronicle” And “Star” ey sae 

CADBURY SUCCEEDS: WATERS JOINS FROM “THE TIMES” «lg ~P 


chairman of Pritchard, Wood & 
Partners Ltd., has undertaken the 


Layton Re: 


Lord Layton, chairman of the Duily News Ltd 


d.. and vice-chair Statutory Commission, and he rev ~~ of the advertising section 
. , re aon O47 i | niernational Chamber of 
News Chronicle for twenty vears in. News Chr P nd The was created a pee n 194 n ; za . a. 7 
: §/ scceeds Lord Laytor : recognition of his war services mmmerce ctionary o erm 
" has resigned his chairmanship of in . ip agg Ehre tgs Ps Ade Waters ned the Dail Used in Distribucion and Adver 
4 < ‘ of g co ¢ ) ty 
| that paper pa Mr. Bertram F, Crosfield, Express in 1929, and after war ‘ist, and is preparing recom 
ind V/ aging director of tl news service with ti Roval Marines mendations in collaboration wit) 
Star, in ord ipers, becomes vice-chairman went to The Times th2 overseas manager of the 
to be free 1 M Frank Waters. assistant igoncy, Mr. H. Deschampsneufs 
fhe Dictionary was last pub 
devote | ' The Tim hy heen h . . he f as last f 
a ma en ad — Anthony Eden For ished before the war in sven 
. 7 | ‘ iPpointec SS'Stu imagin - : 
, ‘ j _ 7 a . languages in two sets, with three 
fully director, News Chy d] LS.B.A. Banquet eee ae: eee 
e public dutic Siar. and ¥v join the Board ‘ or four languages in a set ow 
H « xoth newspaper iM 1? Mr. Anthony Eden, MP $ Mr. Wood has prepared a format 
nain " , cr M to be the principal guest and by which the Dictionary, which 
" enty-three years ago , sides ) J " 
member of wW. T. Lavton. th Meas all wh speaker at the golden jubilee is NOW to include cight languages 
ge z yanquet ut the Incorporated itch t y > vuld | 
ij the Board of Economist, yoned the Board 7 4 Rat AN Laing (Dutch is being sdded) would 
. Datl New he [ID N ltd S t Society rit Advertisers contained in one volume 
c iy cws te ne t 
j Ltd. whic achine of the N Fond the Dorchester Ho London Mr. W. F. H. Geffers, of the 
owns th n 1930 — ha ; j { tt on Septemb > British Institute of Management 
two pap { that paper and The Stat H The banquet will be preceded has und ithe revision of the 
ye nee { ee ee — : . - by a two-day meeting at the Con leant cos ' : 
and is also Frank Waters distinguished public work wa : an “ a et g + pee Distribution section of the 
nitig? ’ ‘ “ ¥ en 4 Ww ; ry 
one of th rewarded in 1930 by a Knight wee Bed a Dictionary . 
trustees who control their policy hood following } set Ove seas eaten ons 1Gver Mr. Wood's proposals are t 
resi he ‘ , tisers Ww send delegat be considered at a meeting of th 
' 1. Cadbur hairman financ dy ’ » ao Indian . © ct dere. a ecting of the 
Mri ee ; Because of the jubilee celebra LC.C. in Paris on May 11, when 
tions no luncheon ts being held British delegates will include Mr 
when the Incorp ted S 


ciety of Ivor Cooper, of Lever Bros. and 

’ w , Britis! dy s holds its nilever d.. who ws chairma 
Col. Stevens To Represent” A.W.” In rf tod Somamenreaes ae oF te Conminion. be tte 
une | 


r ’ ’ 6 . . ——s and Mr. Alan Whitworth, director 
U.S.A. For" The American Market of 


the Incorporated Society of 


. x t or 

*Revnolds News British Advertisers 
Col. Richard H. Stevens Curcsin eid Oremury Basen a 

“f St iain 2 Nias tag yh ae Centenary 


has been a 


a _ . 
Newsprint Equalised 
ADVERTISERS WHEKLY m th gratifying to us that we have had Revnolds N ure celebratin e 7 +} 
Linited States in connection wit ich a favourable response ‘ therr centenary on § wit Price | Pp OOS. 
| the second Supplement on 1} su 1 comparatively § ad a special twelve-page pap and Equalised price for lightweight 
\ ’ American Market” which it Obvious! \ pub tion s four-page jllustrated iven newsprint (14 Ib. demy $00's) an 
planned to publish the autum en : well ted popularity suppiement I supplement nounced by the Newsprint Sup 
cm He has already left for America vhict will ca id t nents ply Co. is £34 1Ss. a to 1 rise 
where he will stay for some 10) will contain the story of George of £72 15s. This follows the 4%s. a 
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AMERICAN EXPERTS FOR B.LF.: GOVT. WILL SUBSIDISE 


z anata . ” BRITISH EXHIBITORS AT CHICAGO FAIR 


allot, eit Medan eimadeeil tim 00 Evidence Of Anglo-U.S. Co-Operation In Exhibition Field 
first Supy ent on America y 
Ag farke ‘ ‘ ipyyx ed Muct COS’ co-operation British exhibition tech q it the welcome for overseas Duyers 
. 2 March. Among them is one from between Britain and the US. BLE the Ambassadors of Trade Asso 
: f exhitition field . The Economic Co-operati ration new n fit 


BLE boot! helled 


" | world-wide export service by 
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Lord Kemsley Says Newsprint Doubts 
Hamper Ad. Planning 


NATIONALISED INDUSTRIES NEED 
‘QUICKENING BLOOD OF ADVERTISI! 


Uncertainty in the price of 
newsprint, and in the supply 
positon, make it difficult for 
advertisers to plan their cam- 
paigns, says Viscount Kemsley, in 
his statement accompanying the 
annual report of Kemsley News- 
papers Ltd 

We sympathise with those 
far-sighted advertisers and ad- 
vertising agents who have to 
make arrangements for booking 
their spaces and planning thei 
displays well ahead, but who at 
present are limited by reason of 
the fact that no newspaper can 
guarantee very far ahead the sizes 
of spaces likely to be available 

Lord Kemsley discusses 
the effect of nationalisation upon 
advertising 
Additional newsprint,” he 

has enabled us to offer w 
advertisers larger spaces and more 
frequent publication. The adver 
space occupied in the 
daily and Sunday newspapers is, 
however, still very 
than before the war and | am 
satisfied that the demand for 
advertisement space will continue 
to grow as cach year more traders 
appreciate the value of advertis 
ing 


also 


says 


tisement 


much less 


Nevertheless demand has been 
affected by the process of nation- 
Nationalisation tends 
to produce at Jeast a temporary 
reduction in demand for adver- 
tising space by the industries in- 
volved bsorbed no 
longer advertise their annual 
reports and those without experi 
ence of or faith in advertising are 
apt—-quite wrongly—to regard it 
as merely a luxury and so a field 
for economy 

My view is that no great busi 
ness which is selling to the pub- 
he, whether under private enter 
prise or nationalisation, can 
succeed without a policy of steady 
advertising, skilfully prepared and 


alisation 


Compani¢es 


International P.R. 
Assn. Planned 


V : international 
relations congress was held at 
The Hague, Holland, in March, 
a resolution calling for the estab- 
lishment of a committee to in- 
vestigate the possibility of estab- 
lishing an international P.R 
association was signed by among 
from this 
country A committee has now 

up, with Mr. Roger 

chairman of the Insti 

its secretary, and Pro- 
fessor Hans Hermans, of Holland, 
as cha rman 


The British 


public 


te 


} i 
others, five delegates 


Signatories were 
Roger Wimbush, T. Fife Clark, 
rigadier R. J. Maunsell, C. J. 
Murphy, Lindsay Shankland, 


distributed Even monopolies 
ignore this truth at their peril 

Industries coming under 
bureaucratic control need, even 
more than under private control, 
the quickening blood of advertis 
ing if their operations are to 
succeed 

“Meanwhile it is a remarkable 
tribute to the value of advertising 
that so much use has been made 
of the advertisement columns of 
the newspaper Press by industries 
threatened with nationalisation to 
present the arguments against it.” 


NOT “DOWDY” NOW! 
A new ad. for recruiting 
women typists to the Civil Ser 
vice—-the original one was 
criticised by the National 
Association of Women Civil 
Servants which thought _ the 
woman pictured looked too 
dowdy—has now appeared. It 
was submitted to N.A.W.CS. 
and approved by them 
C.O.1. spokesman said the 
controversy had added interest to 
the advertisement 


Gaitskell Presents E.R.P. Poster 


First 
tion of the Poster Contest organ 
ised for E.R.P. by the Advertising 
Creative Circle was presented to 


prize in the British sec 


Mr. John Roland Barker, free 
lance artist, by the Minister for 
Economic Affairs, the Rt. Hon 
Hugh Gaitskell, on Wednesday 
of last week. Second prize went 
to Miss Eileen M. Whiting 
ince 
British 


and 


j 
aiso 


reached 


posters 


entries 


2,584 prize-winning 


{Keystone photo 


Isle of Wight Seeks 


al . 

Special Area Order 

The Isle of Wight County 
Counci!] has applied to the 
Minisiry of Town and Country 
Planning for confirmation of an 
order designating the major part 
of the island as an area of special 
control under the Control of 
Advertisements Regulations 1948 


Ad. Changes In 


**Housewife” 

As from the October issue, 
Housewife will reintroduce a 
solid advertisement section in the 
front of the magazine, states Mr 
Reginald Levi, advertisement 
manager 

Basic rate for next and facing 
matter remain un 
changed at £200 per page and pro 
rata, but, chiefly in peak month 
issues, advertisers will be 
to take “ordinary” positions at 
£180 per page and pro rata 

The £220 per page rate pre 
viously charged for special posi 
tions Le guaranteed next 
mothercraft, cookery, etc.—will 
be waived All advertising will 
comtinue to be placed in the most 
appropriate positions possible, but 
only the 1 £200 next of 
facing rate will be 
charged 


positions will 


able 


matter 


will now go forward to the inter 
national competition to be held 
in Paris later t onth. Judges 
for this final rour will include 
Su Robert Fraser director 
Central Office of Infor 

Mr Luc Haessaerts 

lgian art critic and art historian 
Gunnar Petersen 
Danish Roya 
Rosch, pres 


member of 
Academy, Mr 
dent of the Berne 
Technical Sch« ind Professor 
Viktor Slama of Vienna 

Speaking at the presentation 


ADVERTISER'S WEEKLY 


“Radio Times” 
Puts Rates 
Up 10% 


New rates, involving an ap 
proximate increase of 10:7 per 
cent, come into force for Radio 
Times from September 1 

A letter issued by Mr 
Judson, head of the advertise 
ment department, B.B.C. Publica 
tions, says that the actual average 
increase in net sales is in the 
order of 18'S per cent 

The new rates are 

Quarter page solus on pro- 
gramme page, £1,000 (formerly 
£900); 

Eighth page solus on pro 
gramme page, £500 (£450); . 

Quarter page on editorial page 
or target on composite page £850 
(formerly £780); 

Eighth page on composite page 
£400 (formerly £380); 

Sixteenth page on composite 
page £200 (formerly £190) 

In his letter Mr. Judson points 
out that the present rate is fixed 
on the October 1948 circulation 
figure of 6,750,000, and that it 
was not changed when the 
guaranteed figure was raised to 
7,000,000 last May. The guaran 
teed figure is now fixed at 
7,750,000, but average weekly net 
sale for the first four months ot 
1950 ts well over 8,000,000. 

Rates in the television edition 
are unaltered for the time being 


Ralph 


Contest Prizes 


ceremony at Caxton Hall, Mr 
Gaitskell referred to the message 
the posters are intended to cop 
vey The British people are 
pretty conscious,” he said, “of the 
dollar problem and how we are 
trying to solve it. But there is 
perhaps not yet so clear a realisa 
tion of the vital importance of 
the European Economic Co 
operation and the very consider 
able steps which have been taken 
with the help of E.C.A, towards 
it.” 


Left, the winning poster: right, J. R. Barker, winner, and runner-up Miss E. M. Whiting. 
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ADVERTISER'S WEEKLY 


Equity Evidence Favours 


Nielsen Introduce 


New Service 


Sponsored Radio ratte AC. Nestean Cas Lad, 


“Advance Release” service for 


“ALTERNATIVE TO B.B.C. PROGRAMMES” regular clients, through which 


Equity have come out strongly 
in favour of sponsored radio in 
addition to the BBC. 

In a Memorandum submitted to 
the Beveridge Committee, British 
Actors’ Equity Association has 
called for the earmarking of a 
station for sponsored pro 
grammes under strict safeguards 
as to the amount of advertising 
matter allowed and the limitation 
of the programmes to entertain 
ment 

The “breakdown of the present 
monopoly, and particularly the 
separation of television from 
sound broadcasting” is also urged 

Headed “A Station Earmarked 
for Sponsored Programmes,” the 
relevant section in the memor 
andum reads 

“This is a proposal which we 

advance only after anxious con 
sideration A number of our 
members have experience of 
American broadcasting and we 
have no desire to model our 
system upon that of America 
Nevertheless we have come to 
the conclusion that a station of 
this type, subject to necessary 
safeguards, is the only way in 
which 

(i) an effective stimulus can be 
given to the B B46 

(ii) a real alternative can be 
offered to the listening public 

(iii) artists can be safeguarded 
against the B.B.C.’s abuse of its 
monopoly position 

The safeguards to which we 
refer are, first, that a percentag 
of the revenue accruing from thi 
station should be paid to the 
Postmaster - General for the 
general improvement of broad 

j 


casting and fefevision services 
secondly that the advertising 
matter in the programmes should 
he restricted to the name f 


sponsoring company: a 


that the programmes on this 


Record Entries In 
Ad. Assn. Exams. 


The Diploma Examinations of 
the Advertising Association which 
being held on May 9-12, con 
stitute a record in the history o 
the Association, as 426 candidates 
are being examined in the ditle 
ent divisions. The figure last yea 
was 387. . 

The largest number of entrics 
is for London, with 267 as con 
pared with 251 a year ago 


SOCIETY OF EDITORS 
Mr. Svdncey Hodgson, Maste: 
of the Worshipful Company of 


ite 


Stationers ind Newspaps 
Makers, spoke on the history of 
the Company t a combined 


cocktail party and meeting of the 
Society of Editors and the Com 
pany last week 


market research data, such as 
national consumer sales and retail 
shop stocks ef popular branded 
goods, has been advanced in 
delivery by four weeks in some 


station should be limited to enter 
fainment 
“The critical importance of 


such competition is that in the cases. The first of these releases 
field of popular entertainment covered the 60-day period ending 
where alone its force would be March |, and reached clients 20 
felt—the listener's opinion would ays afterwards 


become decisive The commer The regular comprehensive 
cial station must satisfy its reports issued by Nielsen every 
audience to survive. The BBA () days are now being delivered 
need do nothing of the kind. The about three weeks earlier than in 
law of demand and supply is here 1945 
suspended 

On the subject of advertising 
we should perhaps add that we 
are not ereatly impressed by the 


Lord Mayor For 
B.D.M.A.A. Lunch 


asthetic argument We are su 
rounded by advertisements in our Sir Frederick Rowland, Lord 
daily life some are offensive Mayor of London, who ts presi 


some are not. But whereas our dent of the British Direct Mail 
eye cannot escape the impact of Advertising Association, fs to 
advertisements in the street, the preside at the BDM.AA 


Tube and nm magacines and luncheon next Monda y, when Mr. 
papers, anyone who objects to Harry Porter, president of the 
advertisement on the air will have Direct Mail Advertising Associa 
the simplest remedy—he can tion of America, will speak on 
switch off or listen only to BBL How direct nail operates in 
programmes (Our itahes.) America.” 


Mountfort Says Power Advertising 


Has Helped Make U.S. Prosperous 


The failure of many British and the advertising is therefore 
dollar export efforts to-day stems hard hitting and forceful,” he 
from what one meht call a said Manufacturers make bold 


manufacturing attitude,” which use of competitive claims, and if 
permits the belief that it is up a product has not got a sufficient 
to the dealer to do the selling advantage the engineering people 
Most Americans take the oppo are chased until they produce 
site view-——-that selling is i one! 

continuous process right from 

wher the product of servic 

. ‘ TY al J ‘ 
FIGURES SHOW 


M Guy Mountfort vic 


president. Hewitt, Ogilvy, Benson Out of 20 national daily and 
& Mather, Inc., and deputy chair Sunday newspapers, and London 
in :dvertising rdvisor evenings 12 show circulation 
council, Dollar Exports Board rises in the second half of 1949 
nade this point in a talk on iS COMpared with the first six 
Pubhhenty and Load Building months of the year. according to 
the annual sales management the Official Handbook f the 
conference of the Brit 
Electrical Development Asso 
clition it Caxton Ha NATIONAL MORNING 
Westminster on Tuesday Fieln Mrous 
\ can electric powe con Daily Herald 
panics. | aid, now followed : — 
policy of selling not anly the Work 
ve ly ut the entire ndust i bo 
Institutional and = educationa . 


idvertising by American powe 


Average number sold, in addition, at 
less than full subscription rates 


panies and the heavy adve 


tising by apphance manufacture 


had unquestionably made i 

Major contribution to the SUNDAY: 

prosperity of the nation. Mr 

Mountfort claimed The creation 

of a widespread acceptance of the ia 

addition, at 

inv advantages of electricity had * seca cnn 

raised the an at of manufactu 


ng powe being used by tt . 
An ‘ vorker to 2} times that 
€ the British worker LONDON EVENING 
} boemng N 
The American ippliance Bivona alia 
narket ts intensely competitive Star 


Left to right: H. Paniguian, P. de 
Peterson and William Heumann 


Pre-Nazi Ad. 
Agency Is 
Re-opened 


Mr. William Heumann, who 
closed his advertising agency in 
Germany when the Nazis took 
control, and went abroad, re 
opened the agency, the Heumann 
Werbegesellschaft M.B.H., at 
Frankfurt am Main, on March 31 
The agency now handles the Ger 
man Shell account, that of Ford 
and the Kraft Cheese Co. of 
Germany (the latter two in co 
operation with the J. Walter 
Thompson Co.) and those of some 
German manufacturers 

The opening was attended 
among others, by Mr. George 
Duelfer advertising manager 
Deutsche Shell A.C.; Mr. Henry 
Born, Shell Petroleum, London; 
Mr. Wolfgang Ritter, managing 
director Martin Brinkman 
G.m.b.H., Bremen; Mr. P. § 
Sichel, European correspondent. 
Army and Air Force Times; Mr 
H. Paniguian, in charge of inter 
national department, J. Walter 
Thompson Co., Ltd.; Mr. Denys 
Scott, representing J. Walter 
Thompson Co.. New York: Mr 
P. de Peterson, J. Walter Thomp 
son Co., London 


SALES TRENDS 


Audit Bureau of Circulations 
1949, published last week 
Notable increases have been 
made by the Daily Mirror 
(156.948) Sunday Pictorial 
(283.137); Sunday Dispatch 
(120,341) The figures are 
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CLUB NEWS 


ADVERTISER'S WEEKLY 


London Scores Double Victory In Publie 


Speaking Final 


ORATORY PALM TO NORMAN GROOME 


London romped home easy 
winners in the National Public 
Speaking Contest finals held in 
London on Tuesday. 

According to Mr. W. J. Brown, 
one of the judges, not merely 
were they definitely better than 
Leicester and Leeds in the team 
contest, but the difficulty in 
choosing Mr. Norman Groome as 
best individual speaker came 
from the fact that the other two 
London speakers, Miss Gwen 
Payne and Mr. David Souray, 
were so very good 

In the opinion of the 
three judges--Mr. Brown, Mr. 
lan Harvey, M.P. (a director of 
W. S. Crawford Ltd), and Mr 
A. M. Lyons, K.C. (Recorder of 
Grmsby)—and of the 230 mem- 
bers of the audience at the Wal- 
dorf Hotel, the level of oratory 
of all three teams was remark- 
ably high 

In the prepared § speeches 
Leicester began, Mr. M. B. S 
Pollock talking on “Boxing the 
Advertising Compass”; Mrs. 
D. L. Pickering on trade journals, 
and Mr. W. Bowles on publicity 
clubs. For Leeds, “The Sea” was 
Mr. G. H. F. Vincent's choice; 
Mr. T. W. Stennett judged adver- 
tising from the man-in-the- 
street's point of view; and Mr. 
l. G. Cavan spoke on the Cup 
Final 

Mr. Souray led off for London 
with a talk on “Fear”; Miss 
Payne was against sponsored 
radio; and Mr. Groome asked 

What do you think about the 
Americans?” 

Then came the impromptu 
speeches—on subjects mostly 
amusing ones, thought up pre- 
viously by Commander Alan 
Robertson- Macdonald, the 
national organiser, who presided 
and picked out of a hat by the 
speakers. 

Mr. Souray praised South 
Africa from the emigration point 
of view; Miss Payne spoke to 
the winners and losers of a 
beauty contest; Mr. Groome dis 
cussed his dog; Mr. Vincent, ad 
vertising Mr Stennett, cats’ 
homes; Mr. Cavan, sponsored 
radio and television, Mr. Pollock, 
living celebrities; Mrs. Pickering, 


Newcastle 


SILK SCREEN EXPLAINED 


The whole process of silk 
screen printing, including the use 
of photographic stencils, was 
explained to members of the 
junior section of Newcastle Pub- 
heity Club by Mr. R. Johnston 
when they visited the silk screen 
works of David Allen & Sons 


“Work as the ruination of the 
drinking classes”, and Mr. Bowles 
a rocket-trip to Mars 

Warm tributes were paid to 
Commander Robertson - Mac 
donald and also to the district 
organisers of the contest, who 
were present Messrs. Frank 
Coulson (Leicester), Robert 
Williamson (Leeds), and Ivan 
Luckin (London). 

The Advertising Association 
Challenge Trophy was presented 
to the London team, and the 
Club Development Committee 
Challenge Trophy to Mr. 
Groome by Sir Miles Thomas, 
president, Advertising Association 


At the dance of the 

April 22. Back row 

(Peter A. Menzies) 
Jack, G. Pascall 


Miss E. P. 
Mrs 


Clubs Elect Their Officers 


Glasgow 

Mr. William A. Woolward 
(Travel Press & Publicity) was 
elected president of the Publicity 
Club of Glasgow in succession to 
Mr. R. N. Macdonald Menzies 
(P. A. Menzies Advertising) at the 
annual meeting, held last Friday 

The new presidential chain of 
office (showing the Club crest 10 
white, blue and gold and bearing 
clips with the names of cach of 
the past presidents) was worn for 
the first time by “Mac” Menzys, 
who, on vacating the chair, 
presented it to his successor 

Mr. Edward L. Yule (Osborne 
Peacock Ltd., Glasgow) becomes 
vice-president, and Mr. J. T 
Jack (R. G. Brown Advertising) 
and Mr. Fred D. Greenhill have 
been re-clected hon. secretary and 
hon. treasurer respectively. 

New committee members are 
Messrs Hugh A Gillespie 
(Glasgow Evening News), Allan 
Stephen (George Outram & Co. 
Ltd.), and Duncan M. Wilkie 
(Express Mail Marketing). 


. . 
Birmingham 

At the annual meeting of the 
Birmingham Publicity Associa 
tion, last Friday, the chairman 
reported that membership ex 
ceeded 200. an increase of ap 
proximately 3 

Mr. F. L. Johnson, managing 
director of Birmingham Gazette 
Ltd. was elected president; 
Messrs. H. N. Brealey (B.S.A 
Ltd.) and E. Luscott Evans 
(Accles & Pollock Lid.) were 
elected vice-presidents. Corporate 
members of Council clected 
were: Messrs. W. G. Appleyard 
C. R. Bayliss, J. W. Brageger. T. € 
Gough, H. Hatton, L. Harris, G 
Hitchings, R. E. Martin. D 
Postlethwaite and Miss M K 
Maidment, and Messrs. W. H 
King, A. R. Weaver and Miss 


J. B. Whittaker 
represent the 
on the council 

Mr. H. N. Brealey and Mr. R 
Heath were re-clected hon. trea- 
surer and hon. secretary respec- 
tively 


were clected to 
associate members 


Oxford 


A record membership of 122 
was reported at the annual meet 
ing of the Advertising Club cf 
Oxford, last week 

Officers elected were 
Mr. T. E. McMahon; 
Mr. S. W. Wren 
J. R. Booth; 


president, 
chairman, 
treasurer, Mr 
typographer, Mr 
J. H. Page; representative to the 
Advertising Association, Mr 

E. Lever. Mr. F. R. Best and 
Mr G. R. Cooper were clected 
vice-presidents; Mr. R. J. Pigott 
auditor; and Mr. T. E. Gardiner, 
solicitor 


Nottingham 


A_ reduction in. membership 
was reported at the annual mect 
ing of the Publicity Club of Not- 
tingham, last Thursday Mr 
A. H. Wadd. the retiring chair 
man, presided 

Monthly mectings are to be 
held, with luncheons during the 
summer, and cvening meetings in 
the winter 

Officers elected were 
Mr. E. M. Durham; 
Mr. G. H. Parker 
Mr. R. W. Wright 
G. F. Pratt: hon 
H. VV. Searson: committee 
Messrs. L. G. Brown, T. W 
Johnson. W. B. King. H. H. Lowe 
(Press officer). M. A. Morley and 
J. R. Rickens (co-opted) 


Berks & Bucks 


The annual meeting of Berks 
and Bucks Publicity Club takes 
place to-day (Thursday) 


president 
chairman, 
vice-chairman, 
hon. sec., Mr 
treasurer, Mr 


Junior Section of Glasgow 
J. T. Jack, Miss Margaret Butler 
Kerr. 
Omand, J. Bruce 


Publicity 
Jf 
David Finlay; front row 
Omand, Mrs 


Club, on 
Hasting 

Mrs 

Pas all 


London 


Agents Can Help 
The Festival 


Advertising agents can help the 
Festival of Britain by linking their 
clients’ campaigns to it, the Pub- 
licity Club of London were told 
on Monday 

Mr. J. W. Triggs, the Festival's 
assistant director of publicity, 
referring to the various activities 
that will be organised throughout 
the country, said: “I should have 
thought that, from now on, any 
account executive or similar 
person in an agency will say to 
himself in regard to cach account, 
‘I must bear in mind that my 
client's interests lie in such and 
such a place. What is that place 
doing in the Festival and how can 
I link my campaign to it?’” 


Regent 


PRIZEWINNERS 


Mr. J. I. Jones of S. H. Ben- 
son Ltd. has won the Saward 
Cup in the Regent Advertising 
Club competition for the second 
year in succession. He was also 
awarded the World's Press News 
prize. Other competition results 
announced at the club's annual 
meeting last night (Wednesday) 
were: Caxton Cup, Mr. Paul M 
Myers, Masius & Fergusson: 
Higham Cup, Mr. James C. Gibb, 
Aberdeen Journals Lid. Pember- 
ton Cup, Mr. Kenneth N. Pounds, 
Provincial sac ttite Lid 


“Time off from Irish business” 
was the title of an address given 
by Mr. Kevin Pitzgerald, chief of 
LCI. interests in Ireland, at the 
last luncheon meeting of the 
season of the Publicity Club of 
Ireland 


MORE CLUB NEWS ON 
FOLLOWING PAGE 
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mitinued 
Glasgow 

. . 

Essay Winner 

The Campbell Humphreys 

Memorial Rose Bowl, presented 
to the Glasgow Publicity Club by 
Mrs. Humphreys, mother of the 
late lan Campbell Humphreys, 
managing director of D. ¢ 
Cuthbertson & Co. Lid. was 
awarded to Tom Watters, Jr.. of 
Tom Watters Advertising, for his 
essay on “What Advertising 
Means to the Average Man or 
Woman,” last week 


London 


from previous page) 


‘ . 
Cup Presentation 
The annual presentation of the 

Publicity Club of London Cup 
at the Mansion House, will take 
place this year on Monday, May 
15, when the Lord Mayor, Sir 
Frederick Rowland, will present 
the cup to Lord Mackintosh of 
Halifax 


Aldwych 
Golf Captain’s Day 


There was a good muster for 


tne Aldwych Club Golf Circle's 
first meeting of the year, the 
Captain's Day, held at Stoke 


Poges on Wednesday of last week 

J. V. White, the Circle captain 
gave and presented the prizes for 
the morning round. Winner was 
Jack Rafter after a tic with the 
runner-up, Colin Turner (S down) 
with Claud Dickins taking the 
prize for the best hidden 9 holes 

The annual foresomes compe 
tition, for prizes given by the 
Glaseow Herald, was won by 
Cc. S. Forsyth and Pat Keliher 
Colin Turner and Jack Rafter 
were runners-up 


In a talk entitled 
Oils the Works” 
Publicity Club of 
Thursday Sir Harold West 
defined the “oiling points” as 
the Board of directors, the man 
agement: the foremen; the rate 
fixers; the production committee 
He emphasised the value of 
works newspapers Mr. Stanley 
Gray, chairman, presided 


Publicity 
given to the 
Leeds last 


Britain’s efforts to show the 
ordinary people the facts of the 
cconomic situation have received 
high praise in America, Com 
mander EF. Whitehead told the 
last meeting of Southampton Pub 
heity Club 


A warm reception has been 
given by a number of Southamp 
ton clubs and associations to the 
sugeestion made by Southampton 
Publicity Club. that a 
committee should be 
visitors arriving at the port durir 
the Festival of Britain year 


welcome 
formed for 


A firm code of house rules is 
essential in print buying 
Mr W Booth, print 
Stowe & Bowden Ltd 
Manchester Publicity Association 
Junior Section last weck 


sand 
buyer of 


rddress ne 


flan V. London G.l 


Norn Jones Ww. 7 


Norman Jones has resigned 
from 1 Board of ¢ & R 
Nockolds Ltd., where he was sales 
direct to jon the Moviegram 
Co., Ltd., where he will be con 
cerned with film production tec! 
nique introduced by the company 
it the recent Ideal Home Exhibi 
tion 

. el * 


H. Baker, advertising manager 
Smith's English Clocks Ltd., is 
to succeed Ronald Jones as 
sdvertising manager of Brevitts 
Shoes Ltd 

. . * 

W. Towers has joined Scrib 
Ltd., as sales promotion manager 
. * * 

FE. L. Stephenson has been ap 


pointed advertising manager, F 
Griffiths Hughes Ltd Man 
chester 

. * . 

J, W. M. Gillvray and J. A. C. 
Knight have joined the group 
comprising wt Britain and the 
Fast, Impe Review, and Lat 
in orld aS space repre 
senta ‘ 

. . > 
Indu ind the British M 

R “ have been 
wg i b 1 newly formed 
company, Management Publica 
tions Lid Ihe chairman is the 
Earl of Verulam, other directors 
being the Hon, L. O. Russell, 
d “ct f th Brit sh Institute of 


Management, George Chelioti, 
G. Ashcombe Wheatcroft, P. J. 
Amer ind Reginald Pugh. 


owers 


As 


In Decem he was ap 
pointed advertising director to 
Lifeguard Products Ltd., and was 
formerly an account executive 
with W. S. Crawford Ltd having 
joined them from us 

* ‘ * 

Edward Gower has been ap- 

pointed general manager with the 


Powney-Parker 


5. G 


briefly report 
Ted Cavendish has j 
& Robinson Ltd 


ICCOUNT CAXCCULIVE 


Ltd., of Bradford 


OBITUARY 


Mr 


death on Sunday 
inquest ver 


while 


ind 


Cogswell 


avendish 


last week, 
ned Lambe 
is senior 


Publicity Services 
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S. G. Cogswell Joins 
Lintas Board 


G. I. Gale Research 
Director At Grant 


Norman Jones Leaves 


C. & R. Nockolds 


Sidney G. Cogswell, his been 
appointed to the Board c’ Lintas 
Ltd 

He has spent the whole of his 
business life with Unilever and 
associated companies Entering 
Unilever House in 1928, Mr 
Cogswell went to Josenh Watson 
& Sons, Ltd., at Leeds in 19% 
to organise the advertising de- 
partment, which later served 
Watson & Gossage Ltd. In 1940 
he became product manager of 
Crosfield, Watson & Gossage 
Ltd.. at Warrington, and when 
the move to London took place 
in 1946 he was made advertising 
manager 

* * * 

F. W. Simpson, assistant ad- 
vertisement manager of ADVER 
TISER'S WEEKLY 1947, has 
been promoted advertisement 
manager. He has been with Busi- 
ness Publications Ltd. for 
years. 


since 


Seven 


4 * * 
- L. Gale has joined Grant 
Advertising Ltd. as _ research 
director He was with S. H 
Benson Ltd. before the war, going 
to Research Services Ltd. in 1947 
> > * 


Alan V. London has joined the 
General Advertising Company of 


London Ltd. as chief technical 
copywriter 
* * * 
G. R. Hutchinson, chairman 


and managing director of White- 
hall Technical Press Ltd., has 
taken over the monthly publica- 
tion Stationery Trade Review, 
founded by Bertram Evans, who 


died recently 


Walter Hutchinson 


Walter Hutch 


Andrew 


He was 62 


In 1909 he ent 
ng business owne 


Sir Coe 


‘ree Hut 


ind 


on 


iter super 


‘ t nub} 
ty and pu ca 


government 


dict, was d 


t Ltd 


ed the 


inson, whose 
rding to the 
to suicide 
his mind 
rolled some 
nting and 
cluding 


s 
John Long 


Melrose Ltd 


publish 


his father 


yn, Which he 


the new 


& Co 


private 
of the 


world 


itended the 


ons of the 


In 1937 Mr Hutchinson 
became chairman of the publish- 
ing committee of the National 
Book Association; in 1943 he was 
made president of the Printers 
Pension Corporation 


Laurance Holman 
Proprietor of 
(Laurance) Advertising 
which he founded in 

Laur ince Holman 
Saturday, aged 69 He began his 
career as a copywriter with 
Osborne-Peacock Co. Ltd at 
Manchester 

Mr. Holman was a keen horse 
man, and it was while riding on 
Friday that he was taken ill 

4 memorial service will be held 
at St. Dunstan-in-the-West next 
Tuesday at 12.30 p.m 


Holman 
Service 
1916, Mr 
d ed on 
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Typical Features from a recent issue: 


e The B.B.C. and Communism 


Viscount Craigavon 


eSpring Hats 


Jean Colombel 


© Dragonflies in the Sun 
Richard Perry 


©The West Indian Cricketers 
Godfrey Evans 


°Our New Immortal 


Monckton Hoffe 


° Poem 
by Walter de la Mare 


vetybodys 


LINDLEY SPARKES + ADVERTISEMENT DIRECTOR «+ t14 FLEET STREET 
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Newsprint Frustration 


ISCOUNT KEMSLEY, in his statement as chairman of 

Kemsley Newspapers, makes some pertinent references to 

advertising, and takes advantage of the occasion both to 
expose a fallacy and to ventilate a grievance 

The fallacy is that a trading monopoly, because it is a monopoly 
is exempt from competition and can thus regard advertising as 
a luxury 

The grievance is that uncertainty in the matter of newsprint 
supply makes it difficult for advertisers to plan their campaigns 
because newspapers cannot give them, sufficiently far in advance, 
a guarantee that the space required will be available 

In his exposure of the fallacy, he underlines the justification 
for the grievance 

* * 
* O great business which is selling to the public, whether 
under private enterprise or nationalisation”, Lord 
Kemsley, “can succeed without a policy of steady advertising, 
skilfully prepared and distributed. Even monopolies ignore this 
truth at their peril” 

This is true because advertising creates habits, and advertising 
can change them. The consumer can spend as he pleases whatever 
surplus money he has left after he has provided for necessities 

’ He can spend on entertainment, on drink, on tobacco, on holidays, 
on improving his home; he can swell the revenues of our State 
monopolies by travelling more often or more luxuriously, or by 
using more electricity or more gas. Thus the monopolies compete 
with each other and with private enterprise for a share of the 
consumer's spending power And they can only compete 
effectively by the use of advertising to influence spending habits 

So much for the fallacy. Now for the grievance 

* * . 
TMWE policy of any great business, to repeat Lord Kemsley’s 
dictum, must be one of “steady advertising, skilfully prepared 
and distributed’ But how can there be “steady advertising” 
when the advertiser and agent do not know from one month to 
the next whether newspapers, their important 
will have the space they want? 

Advertising, to achieve maximum results, must be consistent, 
sustained and well-timed. It must be planned, but planning under 
present conditions ts almost impossible. This is through no fault 
of the newspapers. They cannot be blamed because they do not 
know to-day how many pages they will be allowed to print next 
Autumn, and therefore what space bookings they can accept 
They are at the mercy of the Government, which exasperates 
them by the tardiness of its decisions, and seems quite unable 
to plan its newsprint policy for more than a few months ahead 

It is somewhat ironic that a Government of planners finds it 
so hard to plan or to appreciate the importance of planning to 
the newspaper and advertising business 


says 


most medium 


ee - 
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To-morrow’s Topics 


UNLESS SOMETHING like a miracle 
newspaper sizes will 
revert to a Six-page basis after 
July 1. The necessity for conserv- 

ing resources in 
BACK TO this way has for 
a eS 


egarded as inevit 
IN JULY 


put Ww ws un 
long the period of reduced paging 


occurs, 


certain yet how 


will last It may be that after 
the holiday period, to meet the 
increased seasonal demand for 
both advertisement and news 


space, it will be possible to ex- 
pand to seven pages again. This 
is What everybody concerned 
hopes will happen. And they hope 
that the decision will be an 
nounced well in advance 


ec 


—~— eee 


* 
become 
and advertise- 
consequently re 


WHEN NEWSPAPERS 
smaller for a time 


ment space 1s 


stricted, a problem that is worry 
ing some advertis 
BREATHING ing agents may be 
FIRE AND come even more 
acute. This is the 
BRIMSTONE continuing diffi- 


culty of obtaining 
regular insertions of small spaces 
in most of the popular nationals 


Regularity and frequency of inser 
tion, these agents rightly argue 
ire essential to the success of any 
sustained campaign: timing may 
be all-important. Yet—and here 


some of them have a grievance 
they see certain 


advertisers given 
half and quarter pages while their 


chents three or four inch doubles 
are held over When this hap 
pens, it is understanda that 


they can be observed b 


fire and brimstone! 


eathing 


_ — — 


FEWER ADVERTISERS taking large 
spaces, Or more advertisers taking 


} 


mal t | 
small spaces us i clearly a 


crucial issue of newspaper adver 
tisement policy 

LARGE Some papers hat 
SPACES OR decided it one way 
, some the other. It 
SMALL , cannot have been 
Ban casy decision, 

for either course has its advan 
tages and its penalties \ big 


space policy clearly suits the big 
advertisers and the igents; con 
tinued limitation of space sizes 
s likely to maintain the good 
will of a greater number of 
smaller advertisers and their 
sgents. Doubtless the traditional 
policy of each newspaper has 
proved the deciding factor It 


THE BUYERS OF THE WORLD'S BIGGEST STORES RECEIVE A PERSONAL COPY OF... 


HARTER S 


would be hard to say that it is 
a matter of right or wrong there 
is SO much to be suid both ways 
_— —_— —_— 
THe Case for big spaces, from the 
point of view both of newspapers 
and of the advertising business, 
is Strong. Special positions com 
mand rates higher 
CASE FOR than those for run 
BIG of-the paper To 
sella half page ata 
SPACES single transaction 
is Obviously more 
satisfactory than to sell the 
equivalent in a number of trans 
actions Big advertisers have 
been clamouring for bigger spaces 
denied these, they might spend 
their money in other directions 
Competitive advertising between 
heavy spenders needs large spaces 
to express itself, and competitive 
advertising is the one thing news 
papers like to encourage Big 
spaces, too, are an advertisement 
for advertising; they are im 
pressive; they make a paper look 
the important medium it is. And 
from the creative point of view 
they are a stimulus, because they 
give so much more scope ‘o 
designer, artist and copywriter 
Yet—there is something to be 
said for those smaller spaces that 
get crowded out, and for keeping 
the goodwill of the agents who 
place them 
_— —_ -~ 
Success or tHE 1951 Inter- 
national Convention will depend 
to a large extent on the degree 
of interest it arouses in the 
S.A., and on the 


BRITISH number of Ameri 
GUESTS AT “=” delegates who 
attend To make 
DETROIT sure of such sup- 
port, it is probable 


that several of the men who will 
organise next year's Convention 
here will go to Detroit to attend 
the Advertising Federation of 
America Covention being held 
in that city on May 31, June 1 
and 2 ‘ 

Some of the subjects to be dis 
cussed at Detroit may give 
pointers for the British 1951 pro- 
gramme For example, Eric 
Johnson, the film magnate, will 
talk on “Challenge—a World of 
Propaganda” and Senator James 
M. Mead on “Advertising and the 
Government Look at Each 
Other.” There will also be a dis 
cussion by users of five different 
media in Getting the Most for 
Your Advertising Dollar.” 

y3—sCROUND TABLE 


BAZAAE 


The National M ogazine Co. Ltd.. 30. Grosvenor Gdrs., 


S.W./ 
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5A ROOD a ARTIS 


it 


In the Summer Months there is 


business to be got from... 


BRITANNIA and EVE 


Exciting things to eat and drink. Frills, flounces and gay footwear; all that goes to make life 
brighter— indoors and out in Summertime . . . These are the things that BRITANNIA and EVE 
can SELL. Hundreds of advertisers prove it month by month. 


a POULTON, ldrertisement 


j 
peitdil 


Vanager, Commonwealth Jlouse, New Oxford Street, 1.ondon, 


% hd i a @ i. OS ate a ed See aes . ae”  — cb he aia _ * a - ££. oe ae oe Beal ane ee 
| till PEETTTttity AYALAULARUULAAULRRUULRAUCRUUUCUECLA UU THRE Tittaat i ’ se 
\\\\ \\ \\\ \\\\\\\ . \ | : 
: ] TH Hil | 1h) ape NS 
eT meen ee We : eo 
2 | , 
| a : if st 
EVE i * 
: \ } oa 
| 
hin 
; A. MAGAZINE FOR MEN AND WOMEN 1 . 
. 7 iti! j “7 
| : Hh, i, 
; bees «9 4 ite te 
+ r ; in ae 
, | in ‘ : ' i wet 
SR: fi “peta a5 ; , \\ wait 
a ee — Oh. 4 
) ey Fe. | % 
’ eS Ks ‘ ae ; , 4 \\\ Ke 
o* 2 5 ¥ mo 4 ey 4 " ' j ; : 
(7 ae ' : ’ 
a : : . 
as _ ; He j j - a, 
| a” F ; | e 
SE + a s i a al be i} ; ; a 
xk. | 1 iF A \\\' | es 
| | 3 4 ' ' | hihi} ; “4 ied 
| Ng | iim 
| oe a. : aks $ : : - 
| ‘a Eh 4 : j ' > : 
| ae SC ae Hi | i 
= ® ‘ a en ; : ‘ . 
i — = oe oes my, | % 
€ | . a ie SHILLINGS, i 
x ae Se A 4 ¥ 
q ' | “A os : Bie TWO . al 
5 | j Hi} ry! 
alee l iil Hi j bith] j jj j e 
ii PTA SHIT fi TT ALT HAL 
; PTTL PTTL TEETH HTLEH| 111 (md Und ECT ET THA Hi a 
ait t a 
} ay 
BY | | 
ify it} 
i | 
: j Ly] 
‘a i} é 
Bd 08 
7. 
: j j HiT ee 
ee ne | os 
ee eeeeencemanesenl + 
i yd 
4 ie i sd oe. ; Pent nels . ae ae My. Vs Ei 5 Er 
} ee tee = bP ee RS en a ee 


ADVERTISER'S WEEKLY 204 


PLATFORM 


A Fool Rushes In... 


Is there any rational basis for antagonism between British 


May 4, 1950 


advertising agencies and American agencies established here? 


( Contributed) 


"LL bet you anything you — servance, but this holds good in years, as a number of large U.S cause it proved so successful 
like,” said my friend, a the British agency field too. The firms expanded the sales of their British advertisers were obliged 
director of one of the fact that American agencies products in this country, and to follow suit Thus (in the 
biggest and oldest British adver here are no better nor worse than — established factories here, they opinion of my informant) British 
tising agencies, “that if you their British counterparts in their insisted that their own American copy standards were degraded 


standards of ethical practice agencies set up branches or and enlightened public opinion 


were to write an article about 


can agencies, it is con affiliated concerns in England to offended leading to that antagon 
By American agencies in London, tended, should not be permitted handle the advertising Thus ism to advertising of which we 
and why some of us wish they t old British Government or these agencies opened up with See the consequences to-day It 
weren | here ADVERTISER'S Staic-controlled monopoly ac substantial accounts that British iS because of recollection of this 
WEEKLY wouldn't print it counts This is, perhaps, an sncies had no chance of kind of copy, he believes, that we 
That challenge set me thinking irguadie point Ihe American getting. And, in accorda we with have a Government Proposing to 
My friend is no eccentric with a gency answer is, why shouldn't American practice, they charged establish a Consumer Council 
bee in his bonnet. He is a man We, if We get the business in their clients 15 per cent thus one function of which will be to 
3 of ability and judgment whose free competition with British working al - age profit 5 per combat what is termed unscrupu 
ei views command respect His igencies, and the appointment ts _— higher than t at arned by lous advertising.” 
opinions on this matter, strongly made on merit Also, we pay nition — depend . oa “ . * * 
‘ held and forthrightly expressed, 4ritish taxes, employ staffs who per cent media commission, and ; 
wed : ; = The ure nearly all British, and have greater than the higher average HIS is all very interesting, if 
‘ were, I knew, not his alone to obey British laws: why should rate of commission obtainable very debatable. I don't pro 
subject is what modern jargon Migis ar. Ae ee oe — ene »~d ose t tter ' , . 
describes as dynamite’ not we not be allowed to compete ea —— Si ae . Sees Ene Se cam ap, be 
for British business, Government This enabled the U.S. agencies cause I've no wish to obtain a 
easy to discuss without giving : ; , fer appreciab metime verd A verd » . 
a Ree emcee ies crwise to Offer appreciably, sometimes erdict verdict for one side 
offence - oe Incidentally, the extent to Very appreciably, higher salary or the other would, I think, be 
ih Pigs gat Ae sega Bs which most of the U.S. agencies fates, and thus to compete for a mistake. This is not. | sug 
. certainly no animus ag in London are staffed and con the services of skilled staff to the — gest, a case to be seen in terms 
F American agencies. My approach trolled by British citizens may disadvantage of British agencies, of black and white. right and 
would be genuinely objective ; not be generally realised The which were at the same time wrong. The American agencies 
All right,” I answered, “Fools American component is often so compelled, in order to hold their are here to stay, and must be 
rush in Vil write the artick sma is to be negligible Com own, to give more service to accepted. Nobody would seriously 
and see what happens to it non practice is for only major clients without a corresponding suggest to-day that they should be 
* * * matters of policy, such as accept increase iM remuneration denied recognition or be made 
accounts and terms Not only did this represent the subject of legislative discrim 
TIVHE way to tackle this, I told _ 
to be determined by what British agencies regarded mation What has happened 
myself, is to find the ayy anas the parent U.S. company All ind some still regard as unfair in the past is a matter of history 
“e? give them — pang, agg - a else is at the discretion of competition, but it is said to and as a determinist I hold his 
xt what they heap d ih “ a > - directors here, usually § British have been detrimental to the tory to be an inevitable sequence 
7g lows is the result of my inquiry Even a minority holding of broad interests of British adver of cause and effect We cer 
‘ It is believed by some that capital may be in British hands tisers As has been noted, the tainly cannot influence it now 
American agencies compete un It was felt recently, when the big U.S. agencies represented in The whole question is part of 
“ fairly with British agencies be Aivertising Advisory Council of London are not very interested in something very much bigger than 
Ms cause the profits they make ’ the D if Exports Board was small accounts Nothing under the advertising business. Ameri 
sterling cannot be remitted in formed, that representation of $250,000 is deemed really worth can thought, ideas, practices, 
dollars to the U.S.A., and can American agencies on that body having. British agencies. on the through films and books and 
therefore be used here in giving might | xploited to attract contrary, have always ide it business, have for years tended 
extra service to clients and in ex idditiona isiness from British their policy to take on the small to permeate British life. and the 
} travagant “promotion This idvertisers Such a suspicion, | idvertiser and try to build him process will go on Whether 
a misconception. Profits can be im assured by both British and up Often this involves the this is for good or ill is irrele 
remitted to the States in dollars American agency members of agency in an initial loss, which it vant: nothing can stop it. But 
4 It ws alleged that Amer can the Counc s completely base is hoped to recoup late But a the impact of youthful exuber 
agencies spend lavishly in “public exe Advertisers likely to seck 10) per cent agency. ob ged to ance on a mature tradition 
relations,” particularly in) ente sv ix fr the Council are compete with a IS per cent creates a conflict. and conflict is 
a tainment of potential cents ind those wh« ick eXperience in igency, canna afford to make in itself a stimulus it 
Py that in general their methods of eXport adve ng. and are most losses Either the new. small 1S just the stimulus needed to jolt 
" obtaining business tend to be vikely t contemplate big account must be tur down, or British insularity, in advertising 
questionable Inquires and ob “ Xpenditure American a service fee must be charged aS in other spheres, so that 
servation have convinced me that geneies c m in the least In consequence, new advertisers Britain can maintain its place 
% as a generalisation, this is pure ilcrested in small accounts; they have been discouraged and the commerce ly and culturally. in a 
bunkum Several American ire co-operating out of lie cost of advertising to British world very different from that in 
agencies in London are more spirit, wil t either the intention industry increased which its traditions developed 
British than the British in thei pportunity of self-advantage At the same time, between And the conflict. so far as it 
ethical respectability. There may the wars, the Americans intro- ccncerns the advertising business 
be cases where what I might term * * * duced into this country a hard need not be a losing battle. Is it 
LLP.A. standards are honoured S° fa here 18 not even a case hitting. flamboyant. and perhaps 4 coincidence that the American 
more in the breach than the ob WD to go to the jury! But there in those days not always strictly agencies longest established in 
t id this is how it truthful, type f copy which London are which it is 
*The avency director ‘ is been put to me wed extremely effective in hardest to-day recognise as 
his bet! -Fditer 4d Over the last twenty or thirty selling American products. Be- American? 
°- 
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with a say 


in your future 


‘ "s attractive, she's intelligent and to those with goods to sell she is immeasurably important. For she 
is just forming buying habits and the products she chooses today she may continue to buy for the rest of her life. 
\ large proportion of the ¢,000,000 or more people who buy the Sunday Pictorial each week belong to her 
generation. Sqund reason for G. S. Royds’ decision to book space in it for their new campaign for Bristow's 

inolin Shampoo. Another reason, of course, and this applies to almost all products, is that the Sunday Pictorial 
goes right into the home and is read by the entire family on the day when readership is leisured and 


receptivity high. 


Sunday Pictorial 
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a Starts 


Another Battle 


ESPITE] the] nationalisa- 

tion of coal and coke, 

electricity and gas, the 
battle between the three princi- 
pal fuels for the domestic load 
1s as fierce as ever. Each claims, 
and has, advantages in some 
respects. Coke, for example, is 
cheapest. Electricity is clean and 
trouble-free. Gas is the only fuel 
that will give hot water instan- 


PRINT REVIEW 
by 
Brian Hilton 


taneously and inexhaustibly, for 
other systems need time for 
heating up from cold or for re- 
covery when the reserve supply 
has been drawn. The coke boiler 
market has for years been largely 
in the hands of two or three 
powerful manufacturers, 

The makers of the Aga cooker 


are attempting to break into this 
field with a new coke boiler called 
the Agamatic Vigorous mer 
chandising and advertising wi!! 
be necessary, particularly as the 
apparatus costs £40 plus installa 
tion 

Printed advertising is playing its 
part. Mather & Crowther have 
produced two folders announcing 
the Agamatic. One, a quarto 
landscape is in two colours, black 
and orange, on art paper. They 
have met the difficulty that faces 
all makers of light coloured 
vitreous or stove enamelled pro 
ducts of getting pictures which 
make the article look gleaming 
white (or cream) but, at the same 
time, having the natural variation 
in reflection. They have tackled 
it by having the heater in half 
tone with a fine screen over al! 
but deep-etching the highlights 
down the edges and round curves 

Copy, naturally, cashes in on 
the relationship between the 
famous Aga cooker and the Aga 
matic water heater. It is briskly 
written and tackles most of the 
questions prospects will ask them 
selves about it With great 
courage it ventures into the 


Head Office 
MAIDSTONE 
H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


ARTHUR CLAY 
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THE AGAMA 


realm of comparative efficiencies, 
using Coal Utilisation Council 
figures which may be challenged 
from other quarters. It fights 
the convenience of electricity on 
the grounds of cost and on the 
semi-automatic operation of the 
Agamatic The outstanding ad 
vantage of gas that supply 
of hot water is endiess is met 
by the claim that “If you want 


two baths a day, it’s a pleasure! 
And if you want four baths an 
hour, it's still a pleasure but 
it is careful to add that in 
this case your hot water storage 
cylinder must be of sufficient 


capacity.” 

The Agamatic campaign will 
be worth watching, for Aga are 
good fighters and face heavily 
irmed competition 

* * * 

THIS WRITER never tires of 

nsisting that company reports 


ought to be both informative and 
interesting so that shareholders 
have that clear picture of the 
company’s activities which is the 


basis of confidence. Every share 
holder ought to be rooting for 


the company Whilst it is true 
that most shareholders are only 
interested in dividends anJ secur 
ty, and will sell out for a profit 


THE PERIOD OY 


Printed advertising is playing its 
part in the attempt of Aga Heat 
Lid. to break into the coke boiler 
market. The problem of illustrat 
ing a cream boiler is overcome 
by using a half-tone, and deep 
etching the highlights down the 
edges and round the curves 


while they are shareholders they 
should be propagandists 

The annual report of Electrical 
and Musical Industries Lid 
gives a good picture of the com- 
pany's operations 

The company has improved this 
year even on the extended annual 
report. They have published in 
booklet form a report of the 
18th annual general meeting held 
last December. It is handsomely 
bound in a heavy white cover 
paper diestamped in two colours 

It opens with the chairman's 
speech This is followed by a 
list of the principal operating 
companies in the E.M.I. Group 
set out in panels. There is then 
1 glimpse of overseas works and 
offices through four pencil 
sketches, and potted biographies 
of nine of the principal executive 
officers, with a double page 
spread of photographs. Six pages 
show a selection of products 


~ 


ter Rooms hooklet is “salted 


with whimsy, 


ustrated with three-colour humorous drawings 
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EVENING NEWSPAPER 
BRISTOL 
EVENING WORLD 


AV. CERTIFIED WET SALE 
exceeds 70,000 


copres per doy 


ADVERTISER'S WEEKLY 


| oe NEWSPAPER 


HULL 
DAILY MAIL 


AV. CERTIFIED WET SALE 
exceeds 120.000 copes per day 


2 ne NEWSPAPER 


EVENING 
SENTINEL 


S' ote 


n- Trent 


AV. CERTIFIED WET SALE 


exceeds 110,020 cxrves per dy 


6)... NING NEWSPAPER 


DERBY EVENING 
TELEGRAPH 


AV. CERTIFIED WET SALE 


exceeds 75.000 copies per dey 


4) EVENING NEWSPAPER 


SOUTH WALES 
EVENING POST 


Swansea 


AY. CERTIFIED WET SALE 
exceeds 72.000 copies per day 


6) EVENING NEWSPAPER 


LEICESTER 
EVENING MAIL 


AV. CERTIFIED WET SALE 
exceeds 45,900 


copes per day 


as EVENING NEWSPAPER 


GRIMSBY EVENING 
TELEGRAPH 


AV. CERTIFIED WET SALE 
excesds $0,0CO 


copes per day 


Q NING NEWSPAPER 


THE CITIZEN 


Ghowcester 


exceeds 35,000 copies per doy 


Q NING NEWSPAPER 


LINCOLNSHIRE 
ECHO 


AY. CERTIFIED NET SALE 
exceeds 30,000 


opres per doy 


10) EVENING NEWSPAPER 


GLOUCESTERSHIRE 
ECHO 


Cheltenham 


AV. CERTIFIED NET SALE 


exceeds 30,000 copies per doy 


® WEEKLY NEWSPAPER 


HERALD 
OF WALES 


Swansea 


AV. CERTIFIED NET SALE 
exceeds 35,000 


copies per /ssue 


14) WEEKLY NEWSPAPER 


GRIMSBY 
SATURDAY TELEGRAPH 


AY. CERTIFIED WET SALE 


exceeds 38,000 copies per issue 


WEEKLY NEWSPAPER 


GLOUCESTER 
JOURNAL 


AY. CERTIFIED WET SALE 
exceeds 14.000 copies per 


ssue 


© WEEKLY NEWSPAPE 


CHELTENHAM 
CHRONICLE 


AY. CERTIFIED WET SALE 


exceeds 12,000 copies per iswe 


@ WEEKLY NEWSPAPER 


YORKSHIRE & 
LINCOLNSHIRE TIMES 
Hull 
AY. CERTIFIED WET SALE 
exceeds 48,000 


copes per ‘ssue 


@ WEEKLY NEWSPAIER 


STAFFORDSHIRE 
WEEKLY SENTINEL 


AV. CERTIFIED WET SALE 
exceeds 34,000 copies per 


sue 


pee sg tata Need 


NORTHCLIFFE NEWSPAPERS 
GROUP LIMITED 


INDIVIDUAL RATE CARDS CONTAINING DETAILED AREA MAPS WILL BE SUPPLIED ON APPLICATION 
R. H. PENNEY, ADVERTISEMENT DIRECTOR, CARMELITE HOUSE, LONDON, E.C.4. CEN. 6000 
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’ BY APPOINTMENT PUBLISHERS OF 

: BRADSHAW'S GUIDES TO HIS MAJESTY THE KING 
HENRY BLACKLOCK & UMITED, PROPRIETORS AND 

PUBLISHERS OF BRADSHAW'S BRITISH RAILWAYS GUIDE 


The Guide 

that covers 

the whole 
Country 


| pena *S is the only complete guide 
to the British Railways. It is consulted 
by 


thousands of times daily the travel- 


ling public throughout 


England, Scotland, 


Wales, Northern Ireland and Eire. A national 


coverage at low cost makes Bradshaw's Guide 


a first choice for all national advertisement 


schedules. Solus positions are available from 


‘ 


£15 a page per month. Marginal spaces at 


foot of index or service pages £3 each per 


month, Special prices quoted for twenty-five or 


more per month. Write or ‘phone for complete 


advertisement rates to: 


BRADSHAW 'S 


Print Review—continued. 


among them new lines, and two 
pages show the company’s three 
stands at Radiolympia—this is a 
worthwhile feature, for the share 


holder's doubts as to whether 
such cost was justified are offset 
by the statement that the com 
pany netted more than a million 
pounds worth of orders. Finally 
there are testimonials from the 
public to the quality of E.M.1 


domestic products 
tory photographs 

The whole makes a_ well- 
rounded account of the com 
pany’s activities, presented by the 
skilful of which 
can a sample but which 
is characteristic of the whole 


and five fac 


selection detail 


only 


he 


> . > 

No-one wo has sucked the 
succulent oyster from its shell or 
lifted lobster to longing lips in 
Cunningham's Oyster Rooms in 
Curzon Street, Mayfair, will be 
surprised to hear that a publica 
tion from that hous llustrated 
on page 206. is salted with 
whimsy 

Stanley Publicty h pro 
duced for Cunninghams an octavo 
booklet entitled “A Book about 
Cunninghams Shellfish Service 
for Hotels and Restaurants 

It has a most handsome cover 
On a dark grey decorated back 
ground a lobster reclines on a 
white satin cushion, s rounted 
by a coronet. The title (in Slim 
black) is Pure Shellfish: 

The twelve inside pages are 
printed in red, gre id black 
on art paper Illustrations ar 
three-colour Jine humorous draw 
ngs and photographs I tert 
is frivolous ind entertaining 
most entertaining But I hope 
the caterers who are expected to 
get Some practical information 
from nt will have Humpty 
Dumpty close at hand. Though 
1 am doubtful whether Humpty 
could interpret “Twas b g and 
the slithy toves.” he could wring 


much hard information out of this 
booklet 


Railway Guide 
and 


Motel Directory 


BRADSHAW HOUSE, SURREY ST., LONDON, W.C.2 
Telephone: Temple Bar 2842-3-4 


| 
| 


report f their 


extended ce 


May 4, 1950 


Perhaps, though, the intention 
is merely to let caterers know 
that Cunninghams operate a trade 


service and to induce them to 
make specific inquiries. If so it 
may well succeed Al any rate 


this booklet will be neither over 
looked nor forgotten 
* * 


ADVERTISING PEOPLE who vilify 
retail distributors ought to ask 


themselves whether they are 
using the retailer im the right 
way and with due appreciation 
of his problems. Few, in fact 
de So many manufacturers 
appear to think that the shop 
keeper exists for their benefit 
only. and this point of view 1s 


frequently expressed in the litera- 
ture they produce for distribution 
through the retail outlets 

Take, for example, a form 
letter produced by Shell It 
supplied in quantities to garages 
for distribution to their customers 
with the name signed by the man 
aging director of the garage A 
strong humorous design depicting 
a huge dominating 4 
frightened owner with a skipping 
lamb saying “Don't watt for your 
car to bully you” appears on the 
front of this letter-folder One 
expects at that the garage 
is offering a vice of overhaul 
or general adjustment including 
an important item as brakes 


is 


car 


least 


ser 


such 


The first paragraph of the lette: 
justifies the thought It reads 
{re you master of your car 
or iu slowly but certainly 
making you into Us slave if 
it is, it may be just revenge for 
not giving it the right spring 
tonic it has right to expect 
From this point the grand open 
ing slides down into a mere re 
commendation to change to the 
summer grade of Shell 
Far better, surely, in a letter 
sent out by garagemen to suggest 
to car owners that ther vehicles 


should be checked over generally 
ready for better weather running 
ind that at the same time the oil 
should be changed 

The present letter grossly over 


States 1t8 case 


report wif a hooklet 
meeting 


mpany 


18th annual 
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IT’S" THE COST PER sll = oe 
THAT MATTERS — 


for example :- 


qth april, . 


- 


qo esiers 23 


on of UaBe-See""" 


Youre nfully> ‘ 
3.8 oan (008-8) Loar 


3,500 dozen orders at 2/6 each 
* from an advertisement costing £15 
in the 


a 
\ 


— OF COURSE! 


ULRIC B. WALMSLEY, Director and Advertisement Manager. 
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N elderly gentleman ap- 

proached D. C. Embley, 
High Duty Alloys Ltd, publicity 
manager “Excuse me,” he 
inquired. “What exactly do those 
spectacles at the bottom of your 
advertisements signify?” 

The gentleman was one of 
many who were taken aback 
when this type of H.D.A. adver- 
tising began 34 years ago. For 
there is an all too slowly dying 
tradition in trade and technical 
advertising of which the client 
(and, as often as not, his wife) 
is the chief prop And these 
H.D.A. ads. cut right across all 
that, Where, for instance, is the 
proverbial picture of the client's 
managing director and/or fac- 
tory? What conceivable relation 
of the client can have influenced 
this scheme? There is not even 
a mass of copy——in 6 pt. usually 
nor a picture of the product! 

When Cecil D. Notley Adver- 
tising Lid. took on this account 
34 years ago they had to cope 
with an unusual situation. Light 
alloys, aluminium and magnésium 
alloys being the chief, had come 
to the fore during the war. Their 
propertics could be infinitely 
varied by playing with the pro- 
portions of the alloy constituents 
And the range of application was 
quite undefinable Further, be- 
cause of the rapid and often 
secret development of the applica- 
tions of the allgys for industria! 
uses there was a resistance among 
many potential industrial users 
Added to all that, H.D.A. was a 


LVERY OTHER MONTH 


PRICE Ss. 64. 


STORIES BEHIND THE ADS. 


Not Specifically Gravity 


new and almost unknown firm. 

It was necessary therefore io 
adopt a very wide approach. The 
name of the firm must be firmly 
established and in relation to light 
alloys. 

Out of the initial briefing talks 
it became clear to Notley’s that 
there were only two selling points 
common to all the products of 
H.D.A.: Lightness, strength. A 
means was sought to perpetuate 
these two symbolically and the 
“g” (or spectacles) was developed. 
Many people promptly proved 
the success of the device by ask- 
ing what “g” (or the spectacles) 
stood for Imagine the horror 
of some technicians who were told 
that it represents gravity—-which 
they had associated with anything 
but “g"! 

But the device has served its 
purpose in linking lightness and 
Strength with light alloys and 
those in turn with H.D.A. 

Now a development step was 
indicated and it was decided to 
begin to feature individual alloys 
The difficulty arose here that 
H.D.A. make a very large selec- 
tion and will make others to 
specification. How then to sell 
without being too exclusive—par 


ticularly as H.D.A. continue to 
ind new applications for their 
product almost every day? 

The answer which was adopted 
was in the nature of a com- 
promise. It was decided to par- 
ticularise to a greater extent 
without actually becoming speci- 
fic. The function of this adver- 
tising had here to be clearly 
defined. H.D.A. were content to 
excite interest in their products, 
feeling that the actual selling 
would better be accomplished by 
the sales staff. There was to be 
no mass of factual detail about 
tensile strength and heat resist- 
ance and composition—nor all 
the multitudinous things which 
often clutter up technical ads. 
These are relegated to the tech- 
nical literature published by the 
firm and reserved for the know- 
ledgeable inquirer who is looking 
for an alloy to do a specific job 

The essential quality sought 
for in the ads. was a lightness 
of touch and a reasonableness 
which would—and, according to 
first results, does—make people 
want to know more There is 
the feeling in these ads. that 
almost anything can be done 
with H.D.A.’s alloys, but here is 


Future is therefore a serious advertising proposition 


Future also has a serious readership 


consisting of those who earn their living 


in industry, commerce and the public services 


as Britain’s leading business magazine 


Black and white pages at £80 are available 


The future of British business is the future of Britain 
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4 


holds three highs 


Lightness of touch and reason- 
ableness. 


one which, for instance, has two 
outstanding properties. “There's 
no need here,” one of the series 
says, “to go into the story of 
rigorous composition control 
which led up to 44's develop- 
ment, or of the heat treatment 
by which its mechanical proper- 
ties can be adjusted—those are 
the jobs we look after It's 
enough to say for the moment 
that “Hiduminium” 44 is very 
suitable for structural, decorative 
and many other uses and that 
this outstanding member of the 
team offers many opportunities 


(Continued on page 212) 


Future has a serious editorial purpose 


to champion the cause of competitive business 


* 


Adprint House, Rathbone Place, W! 


Museum 7788 


* 
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BRITISH TRANSPORT COMMISSION 


COMMERCIAL ADVERTISING RATES 


ON BRITISH RAILWAYS 


HE progress of co-ordination 
rr the control of commercial 
advertising throughout all branches 
of British Transport has made possible 
a new and important advance in the 
service offered to Advertisers and their 
Agents by the Commercial Advertise- 
ment Division of the British Transport 
Commission. 

With effect from 1 May 1950, a revised 
scale of commercial advertising rates 
for British Railways will be applied 
to all new and renewal contracts 
accepted on and after that date. 
The new rate structure removes 
existing anomalies in the former scale 
rates for individual Regions of British 


Railways, and simplifies the rate 


pattern for Advertisers and Adver- 
tising Agents. The new scale of rates 
establishes an “All Region” rate for 
Advertisers requiring National 
coverage, including sites on the 
Loiadon Midland Region and on that 
part of the Scottish Region on which 
commercial advertising is handled by 
Contractors (Messrs. Frank Mason & 
Company Limited, Messrs. W. H. 
Smith & Company Limited and 
Messrs. MacDuff & Company). 
Copies of the new rate sheets are 
being supplied to Advertisers and 
Advertising Agents. 

Enquiries for all space controlled by 
the British Transport Commission 


should be addressed to:- 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. 
TELEPHONE: TEMPLE BAR 3490 
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Stories Behind The Ads. 


Continued 


a 
for those who choose to 
“make light work of it 
Hiduminium.” 

If you wanted an alloy with 
different properties wouldn't 
you inquire? And when next 
you see that littl “g” winking 
at you from the page—-won't you 
remember Hiduminium? 


with 


EVERY LETTER TELLS 


perhaps 7% 


Thape 10 no more pleasing note 
aper than Boohd m Bom! F ' . 
any years the er ' v 
riaeed w paper hes beer 


Pasildon Bond 


THE cho OF DISTINGL 


A STORY 


Seat’ ~~ We ha ae 


A { You uke ma $2 


SHED PROT 


May 4, 1950 


No News In Notepaper ! 


) illustrate writing paper in 
a newspaper ad. is almost 
as difficult as it is to show the 
invisible quality of sheer stock- 
ings. But whereas stockings have 
a Certain intrinsic glamour appeal 
notepaper in itself 
has littlk or no 
news interest 
Further, the vast 
majority of note 
papers are not 
branded. J. Walter 
Thompson Co. and 
their clients John 
Dickinson & Co 
Ltd., decided there 
fore to go outside 
the product for a 
story to tell in the 
Basildon Bond ads 
Before the war, a 
booklet on letter 
writing etiquette 
edited by a titled 
lady was offered 
One of the objects 
of this campaign 
had been to en 
courage generally 
the writing of 
letters. It was 
realised that this 
technique would 
incidentally boost 
the competitors 
products, but as 
Basildon Bond 


wh Qe 


dslinclive 


showcard,, clover 


HARRIS ADVERTISING LTO 


cal-cals ty 


29-30 KINGLY STREET - 


clairns to hold a lion's share of 
the market for branded note- 
papers, it was considered a worth- 
while policy 

That this estimation proved to 
be correct is shown by the fact 
that the general theme is retained 
in the present “Every letter tells 
a story” series. When Basildon 
Bond was to be advertised again 
ifter the war, J.W.T. set about 
finding a new approach. Personal 
testimonials of which the agency 
makes a speciality (they have a 


separate department for getting 
ind checking them) were, they 
thought, a little too tame in the 
case of notepaper So they 
selected six well-known people 
(Godfrey Winn, Anona Winn, 
Monica Dickens, Carol Reed, 
Richard Dimbleby and Rober 


Donat), aod submitted samples oj 
their handwriting to a grapholo- 
gist. Her analysis (translated into 
non-technical terms), together 
with a dramatic portrait drawing 
of the subject by Ernest Shepard 
of Punch, forms the basis of the 
series of six advertisements (on« 
for each celebrity), making a two- 
fold appeal in the visual associa- 
tion of a well-known personality 
and an example of his actual 
handwriting. In subsequent para- 
graphs of copy, the character of 
the writing is tied with the 
quality of the notepaper 


"uno 


Character-reading through 
handwriting is, of course, a 
fascinating study. Because the 


reader inevitably seeks to identify 
his own writing and personality 
with that of the celebrity chosen, 
his reception of the selling copy 1s 
most likely to be at least sympa- 


thetic. And what more can an 
advertiser ask? 
A wide series of national 


dailies, Scottish and Irish papers. 
and women’s and general interest 
Magazines, is carrying the cam- 
paign, each of the six ads, ap- 
pearing once per medium at 
about monthly intervals. An in- 
teresting trade Press scheme ex- 
plains selling points of the con- 
sumer campaign to dealers. 


£5,000 Business 
For £7 10s. 


The South African journal 
Selling, for April, contains the 
story of two British salesmen 


who came to Cape Town and for 
two years tried to market steel 
shelves and a new type of fire- 
resisting safe, with negligible suc- 
cess. 

For an outlay of £7 10s. they 
took a stall at an agricultural 
exhibition, and in three days did 
£5,000 worth of business 


GOOD TIMING in every printing job calls 


for clockwork efficiency combined with sound 


workmanship and these 


in turn demand 


responsible persona! attention from start to 


finish. 


This is a service which we have given 


to National Advertisers for 36 years. We 
create and produce original showcards, 
posters, cut-outs and novelties by ev@y 


known process. A director is at your service 


HARRIS 


OXFORD CIRCUS: LONDON W.! 


—contact us at REGent 3295-6. 


REG 3295-4 
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ROYAL AIR FORCE NUMBER: .JULY 6 


Published the day before the R.A.F. Display—the first for 13 years 


HE Royal Air Force Display is to be revived at Farnborough 

on July 7th and 8th. The King and Queen have consented 
to attend on the first day, and the Service and technical rep- 
resentatives of a great many nations will be present. FLIGHT 
will publish a special, enlarged Royal Ark Force NUMBER 
on the day before the Display. This — with the aid of colour 
and photogravure supplements — will tell the story of the 
R.A.F. of today, and show some of its achievements and tra- 


ditions. The organisation of this branch of the Services, its 


work, and its technical equipment will be reviewed in detail 
This Rovat Am Force Numer will do full justice to 
; and add to the 


prestige of every advertiser in its pages. Fiicut for July 6th 


the unequalled reputation of the R.A.F 


will be kept and valued by both visitors and non-visitors alike 
as an impressive and comprehensive record of R.A.F. suppliers 
and equipment. It constitutes one of the finest opportunities 
ever presented for increased sales and enhanced prestige in the 
markets of the world. 


An issue of extreme topical interest and high reference value 


RESERVE YOUR SPACE NOW! 


DORSET HOUSE, STAMFORD STREET 


LONDON, SE 3333 60 


LINES 
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re NLY ten per cent of 
the 180 printers in the 


London area can turn 
out a good-looking job without 
the assistance of an outside typo- 
graphical designer. Not a figure 
to be proud of—in an industry 
which only recently turned down 
the suggestion for setting up a 


design centre on the grounds 
that it Was unnecessary,” said Mr. 
SMuart Rose, consultant typo- 


grapher, in the course of an 
address last week to printers and 
print buyers at the fourth discus- 
sion meeting on “Design Policy 
for Industry” organised jointly by 
the industrial art committee of 
the Federation of British Indus- 
tries and the Council of Industrial 
Design. The meeting was presided 
over by Sir Francis Meynell, 
L. 


The main source of good design 
in print was the advertising 
agency, declared Mr. Rose, In 
the great renaissance of printing 
which took place in the 1920's, it 
was in the agencies that there 
were to be found the artists who 
were enlivening the newspapers 
with the new commercial art. The 
output of the best agencies set 
the standard of printing design, 
thanks not only to the brilhance 
of a few art directors, but also to 
the imagination and encourage 
ment of the much-maligned print 
buyer 


problem was not solved. Gus- 


} tomer and designer had come to 


But in spite of this the - 


214 


Should The 


Printer 


Be His Own Designer? 


Despite some differences of opinion on how far the 

printer's responsibilities extend, a typographer and a 

printer agree that the trade needs an educational estab- 
lishment, such as a design centre 


There should be more contact 
between the advertising agency's 
typographers and the printers they 
worked with, said Mr. Rose. 
During his five years with an 
agency he had never had direct 
contact with a printer. Design in 
printing Was not just a matter of 
getting any old printer to set and 
print a slick-looking layout it 
was the result of a complete 
understanding by the printer of 
the designer's problems and his 
method of solving them; and an 
appreciation by the designer of 
the capabilities and limitations of 
the particular press employed 

Design policy could not be im 
posed from without. Advertising 
agencies would still set the stan- 
dard of layout, but only the 
printing industry could formulate 
and encourage its own design 
policy. 


centre should be set up, and 
printers must undergo a change 
of heart. Each must create such 
atmosphere and conditions in his 
works as would allow design to 
be practised. He must see that 
his Men were given every oppor- 
tunity to get to know something 
about design, and he must be 
ready to make use of the trained 
typographer himself, and not 
leave it always to the customer to 
produce the designs. 

Mr. James Shand (Shenval 
Press Ltd.) disagreed. Printing, 
he maintained, was fundamentally 
a mechanised process of produc- 
tion, and the printer should not 
be responsible for design, which 
was a team job, The Council of , 
Industrial Design wanted to turn 
the printer (“poor devil!) into a 
designer, but they and other pro- 
ponents of design did not 
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jobbing printer with 100 workers 
dealt with 3,0 jobs a year. 
Even under the best conditions 
80 per cent of those jobs would 
not—and could not—be subject 
to conscious design at all. The 
printer's principal concerns were 
his plant, buildings, employees, 
costing and all the other facets of 
a merchandised industry 

However, printers were begin- 
ning to realise that consultation 
should be held before a job 
reached the drawing board, Mr. 
Shand conceded; but he stressed 
the need for designers with some 
technical knowledge of printing 
plant and equipment. 

Printers, he reiterated, should 
not be asked to be designers; but 
he admitted that the solution to 
the problem probably lay in the 
provision of an educational insti- 
tution, such as a design centre. 

During the general discussion, 
a print buyer speaking from the 
body of the hall admitted that for 
the bulk of their work his firm 
could not afford to spend much 
on getting out the best designs. 
This statement brought Sir 
Francis Meynell and Mr. Donald 
McCullough (F. C. Pritchard, 
Wood & Partners Ltd.) to their 
feet in turn, Surely, said Sir 
Francis, one of the functions of 
good design was to do a job in 
the most economical] manner. 

Mr. McCullough put it in a 
nutshell: “It is possible to convey 
an idea to the ends of the carth 


Sterms, but not designer and What should be the first steps properly appreciate just how com- very cheaply if thought is devoted 
printer. towards such a policy? A design plicated his problems were. A to the means of eaanayenss. 
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@ Mr. Wade, the Hon. Member for Huddersfield 
West, evidently regards BUSINESS as an authority 
worth recommending, and quoting. 

Though admittedly it is not every day that 


BUSINESS is quoted in Parliamentary 
executives of Industry and Commerce. 


This close attentive readership is one of the many The Journal of 
sound reasons why BUSINESS should be featured Management 
in yYouR client’s appropriations. 


in Industry 


G. W. Leslie, Advertisement Director BUSINESS : 180 Fleet Street, London, E.C.4, Telephone: Chancery 8844 (15 lines) 
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How Advertising Is Developing 
British Car Sales In U.S.A. 


a car, he makes sure that it 
brings with it a good spares 
and service organisation, Several 
of our car manufacturers already 
have such an organisation in the 
States but, declares Sir William 
Welsh, K.C.B., North American 
representative of the Society of 
Motor Manufacturers and 
Traders, the American public by 
and large does not know it. 
Writing in the News Bulletin 
of the British Commonwealth 
Chamber of Commerce in the 
US.A., Sit William says: “We 
must publicise and advertise the 
service we are able to give—at 
every possible opportunity.” 
He thinks the smaller car is 
finding its place in the American 
market, and sees no reason why 
British manufacturers should not 
get firmly established therein 
Sales of such cars as the Austin 
A40, the Hillman Minx and the 
M.G., already encouraging, may 
well have received the requisite 
impetus from the British Auto 
mobile and Motor Cycle Show 
last month 
Our luxury cars, too, are said 
to be attracting increasing interest 


Bess an American buys 


among those Americans who are 
becoming dissatisfied with the 
bulky, low m.p.g. products of 
Detroit 

So, repeats Sir William, let us 
seize our opportunity Let us 
learn through market research 
what the American public wants, 
and then give it to them at the 
right price. And let us make sure 
that they know all about what 
we have to offer. 

“The dependability of the 
British motor car is coming to be 
realised here,” he writes. “We 
must continue to emphasise it and 
at the same time build up—and 
tell Americans about—adequate 
service organisations for our cars 
in North America.” 


Austin Were 
The Spearhead 


The spearhead of our attack on 
the U.S.A. car market was the 
Austin Motor Co., Ltd., and the 
story of their efforts—which sold 
10,000 Austins in the first full 
year of marketing—has recently 
been told by Mr. J. H. Bramley 
managing director of the com- 


pany’s export corporation, in an 
article in the Financial Times. 

First, a New York advertising 
agency was entrusted with Press 
and dealer receptions at a display 
of new models. This opened 
three days after the arrival in 
New York of the Austin “expedi- 
tionary force”’—Mr. L. P. Lord, 
chairman and managing director, 
Mr. B. J, Hegarty, director of the 
export corporation, and Mr 
G. W. Harriman, works director 

The reception by the Press and 
the trade being favourable, U.S 
and Canadian companies were 
formed, and by the time the new 
models were coming off the line 
(November, 1947) there was an 
importing, distributing and selling 
organisation in being. $2 million 
worth of spares were brought in 
and depots set up in New York 
ind Los Angeles 

In developing their marketing 
policy, Austins decided to asso- 
ciate their cars with England 
rather than with Britain because 
the words “Britain” and “British” 
have a political favour in the 
States, whereas England” and 
‘English” convey an impression 
of tradition and craftsmanship 
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The phrase “Austin of England” 
was therefore coined, and soon, 
without great advertising pres- 
sure, came to be accepted in 
world markets. 

The first advertisements—in 
local dailies and national maga- 
zines——appealed to the wealthier 
classes, with the A40 offered as a 
second car for the two-or-more 
car family In the first year, 
$400,000 was. spent—-perhaps the 
biggest campaign ever launched 
by a British manufacturer in the 
American market, but a fraction 
of the amount spent annually by 
U.S. manufacturers. 

Gradually, the theme of the 
advertising was changed to em- 
phasise economy, low price, 
quality and performance. Simi- 
larly, media policy was altered 
as more dealers were appointed 
The campaign was switched by 
degrees from the class magazines 
to local dailies or weeklies, to 
support dealers in the area. To- 
day, Austin advertising appears 
in national magazines only on 
special occasions 

This policy resulted in the first 
year’s successful trading. After 
that, demand fell away, to be re- 
vived by devaluation 

There is a reasonably per- 
manent market in the U.S.A. for 
cars like the A40, says Mr 
Bramley, providing their inexpen- 
siveness is readily apparent to the 
average buyer. The best markets 
for the British car manufacturers 
are, he thinks, in the West and 
East coast cities and States. 
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The Use of Illustrations 
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PRINTING DESIGN AND LAYOUT 


(New Revised 3rd Edition) 


by VINCENT STEER 


Foreword by BEATRICE L. WARDE 
This Important Book gives you NEW AND HELPFUL IDEAS on every page and contains CONSTRUCTIONAL 


SUGGESTIONS for IMPROVING PRINTED MATTER. _ It is illustrated by 300 DIAGRAMS. 


LIST OF CONTENTS (abridged) 
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Lettering for Layouts 
Decorative Use of Rules 
Choosing the Right Paper 

The Commercial Typographer 


SIR FRANCIS MEYNELL, R.D.1. 


Mr. Steer’s book is a most remarkable 
achievement It is encyclopaedic 
There is no typographic subject known 
to me which is not dealt with here 

His detail, in word and in pictorial 
example, is as accurate as :t is com- 
prehensive I have read many books 
ubject and once even wrote 
I make no exceptions 
when I say that Mr. Steer’s seems to 
me by miles the best. 
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Doctors, lawyers, managing directors — people 


with money and people with taste they are the people 


who read The Listener. That’s why the Rover car is 
advertised in The Listener. That’s why, if you manu- 
facture products appealing to members of this class, you 
should advertise in The Listener; 150,000 readers will 


see your advertisement. 


idvertisement Department, B.B.C, Publications, Broadcasting House, Portland Place, London, W1 
Gordon & Gok Adeowrtioing Led 
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Modern Illustration Processes By 
Charis W. Gamble, O.B.E., M.Sc Tech 
Git lsaac Piman & Som Tid Os.) 


This solid work has held an 
assured position since it was first 
published in 1933; and this third 
edition, fully revised and incor- 
porating the developments of the 
last twelve years, makes a good 
book better 

Students of printing methods 
will find here a detailed account, 
well illustrated, of the processes 
that ‘je between the original and 
its reproduction in print. After 
exploring the basic principles of 
printing and the problems of 
paper and ink, the emphasis falls 
naturally on the photographic 
and chemical processes that are 
fundamental to modern methods 
of reproduction. This section 
really does take the serious 
student or craftsman from begin- 
ning to end, as well as down im- 
portant byways, of an absorbing 
subject. 

There follows an equally 
thorough treatment of every form 
of printing process, and a section 
on the theory and practice of 


' colour reproduction. 


Mr. Gamble writes with great 
precision and is careful to start 
always from the simplest prin- 
ciples. But this is no simple 
book, no primer for the beginner, 
but rather an eminently practical 


NEW BOOKS REVIEWED 


and penetrating study that pre- 
supposes a certain familiarity 
with its subject 

The less specialised reader 
need not be deterred. He will 
find the appendices full of help- 
ful elucidation, and throughout 
the book technicalities are pains- 
takingly explained. The specialist 
and would-be specialist will ap- 
preciate the attention paid not 
only to what happens in a pro- 
cess, but why it happens. And 
for those who wish to carry their 
studies further, this book will take 
them a very long way and then 
provide pointers to more special- 
ised research by listing the most 
authoritative papers and articles 
that may be consulted.—R.W.G 


How To Try To 
Be Funny 


Comic Drawing, By W. A. Sillince 
(Sir Isaac Paxman & Sons Lid. 10s. 6d.) 
Should humour be used in ad- 
vertisements? If so, what sort 
of product is best served by a 
funny ad.? And what kind of 
humour would be most suitable? 

the answer to the first very 
vexed question is “Yes”, some 
sort of comic drawing becomes 
almost inevitable. And the usual 


procedure thereafter is to go to 
a well-known cartoonist, explain 
one’s problem and hope for the 
best. . 

U nquestionably, the margin of 
error with this type of briefing 
could be much reduced if the ad- 
vertiser had some idea of the 
problems of comjc drawing. 
What better than this amusing, 
though practical, book to remedy 
the deficiency? 

Mr. Sillince explains the nature 
of humour, quoting Fougasse (“a 
sense of proportion”), Stephen 
Leacock (“human _kindliness”) 
and Sillince (“the stuff that brings 
me my bread and butter”). This 
leads naturally to consideration 
of joke types, the humorist's 
search for ideas, the evolution of 
the idea and, finally, the execution 
of the drawings.—-E.H.M 


About Paper — With 
A Little On Print 


Paper and Printing Manual By 
* paaeeeets T. Day. (Trade Jourrals Lid 

As befits the advertising and 
publicity manager of Samuel 
Jones & Co., Ltd. the paper 
makers and manufacturing 
Stationers, Mr. Day knows a 


Of importance 


‘ oe 
swleact ipuanes © : 


to a high standard. 


Backed by unequalled editorial resources, 


News, comment and technical reviews of 
British constructional activities throughout 


the world. Fully illustrated and produced 


Published by 


tHe CONTRACT JOURNAL co. tro. 
32 Southwark Bridge Road, London, S.E.!. 
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¥- deal about the commodity 

he is advertising and publicising. 
In the twelve chapters that con- 
stitute the first part of this book, 
he discusses the history of paper, 
its ingredients, processing, types, 
quantities, storage, and a variety 
of other facts and their attendant 
problems. 

Mr. Day also obviously knows 
a great deal about printing; but 
one cannot help feeling that in 
devoting only about 55 pages to 
print, as against about 125 to 
paper, he is guilty of a certain 
lack of proportion. The print 
section of this book is in fact 
more of an introduction than a 
manual, But it is a very good 
introduction; indeed the whole 
book is written with clarity and 
concision, and is excellently 
illustrated. 

Appropriately, the volume is 
well produced, sturdily bound be- 
tween green gold-titled boards, 
and well printed on art — 

M.H. 


. 


IN BRIEF 


An Outline of Newspaper 
Typography by Allen Hutt 
(National Union of Journalists, 
2s.) reprints the series of six 
articles which Mr. Hutt, an expert 
on newspaper typography, wrote 
for The Journalist. Although 


written primarily for journalists, 
they are of interest for anybody 
whose job is concerned with typo- 
graphy, layout, or make-up. 


TO PEOPLE INTERESTED IN CONSTRUCTIONAL WORK OVERSEAS 


this new quarterly fills a long felt need. 


SUBSCRIPTIONS: Yearly !0/- post free. Single 
copies 2 6d. plus 3d. postage. 


ADVERTISEMENTS: Rates on application. A few 
colour positions still available. 
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ANNOUNCEMENT 


FREDK PUCKRIDGE & NEPHEW LTD 


To avoid confusion of accounts and mail, we have 
nt and 


decided to separate our Silk Screen Departme 
n future this will be known under the title of 


LONDON ES - TEL: AMHERST 4893 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - 
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used for this Supplement were made by 


SHACKELL EDWARDS s& CO 


— ot a : nm LIMITED 
Makers of Fine Printing Inks since 1786 


10 NORFOLK STREET STRAND LONDON W.C.2 Telephone: TEMple Bar 0163 Telegrams) MAGE NTA-ESTRAND- LONDON 


point-of-sale 
Advertising does 


sell your goods 


Acme displays attract and hold the attention of 


the potential customer, invite him to inspect 
your goods and persuade him to buy, Make use 
of Acue's tong experience of designing und DISPLAY CARDS - PLASTIC AND PORCELAIN TABLETS 

" ; . ILLUMINATED OUTDOOR SIGNS - WINDOW SIGNS - DECALCOMANIA 
products: let) Aeme consider your particular 
point-of-sale advertising and keep vyvour name THREE DIMENSIONAL CUT-OUTS - EMBOSSED SHOWCARDS 


prominent in the publie eye ask about the new ACME DIVERGENT SIGN for day and night use 


making «striking sales aids for world-famous 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middx. Phone: Howard 1651 Grams: Acemsho, Enfield 


Birmingham Office & Showrooms: Crown Buildings, James Watt Street, Birmingham, 4. Phone Birmingham Central 2325 
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ADVERTISER'S WEERKLY \ M 


We are abreast of all that is new in silk-screen printing. Colour 

half-tones are everyday jobs with us —we are fully equipped for 

every phase of the process, and the quality of our work is the 
standard by which British screen work is judged. 


i 
TAO 
rRmRit & FT ££ -Y S ee Oo ew 4 


Display + Exhibition + Screen- printing 


COMMERCIAL ROAD, GLOUCESTER. PHONE 22281/3 


LONDON OFFICE: 9? BUCKINGHAM STREET, LONDON, W.C.2. Tel.: Temple Bar 7965 6 
and at: MANCHESTER ' BIRMINGHAM . CARDIFF 


a) 
¥ 


ae eee calee Fae 


2 phe 3 et ae ee. LL 9G ’ OP) ae a hs  _s ~ * - “ 
Bp f : - : As “ 
, <a 
bse e iti 
cals eo ae Bins wey wr S 
Ei ' - \ g : ; ‘ag tree big i 2 2B , ig 
re ie % a” ¥F ® eo uae Ss 
h j \ \ =" . ~ es — a eerie... Caen rz J my ay i 
ty! j , - . + A 3 f ge al ‘ oe . & Bi 3 -# 
b hua “a ee - . 
eS" ; 5h * bes , UNS . - — s fe Mon w: & “ 
i \ ; ne 
ae eu" ak: = ~~ Saeee 
| a 
ee aN ee age --— 5 : : E 
aa ay ro. , as a ; iad 
\evs i | 
ae a 
4 priest i 
et: ’ oe _ 
ae —— 
As p-4 ey ee nici iene witinton «ae yr 
“i itt or sire er 
i % ns showcarte toe ve ‘ <n . wine os " oy a x 
es ¥ Y Regs eieat order for ihe sane aseign ee a the see Yes E2 * - . 
oN cual be i‘ 4 a 4 t 
4 f d ~~ 4 , + many . " 
ie ‘apie i: a 52 ' 4 
ai. the debidihsteh see ot 5. ~ 
a : gaa a i00 iL Me, ee, 
4 ¢ ~~ AN . . hid - pm 7 Ay 
aM - . - en f - 
i, fails _ Sagi 
ct ~~ %» a sin ae oi ta 
“_ “s [ns , qe 
f - ; 
7 2 
amt 
. 
ar: 
BS 
ee 
Pea 
i a 
“2 
; Ltmtet & 4 
“a 
rae , 
a | 
a Be | 
\ et ‘a 
) 
: by cc aa SSC SURO ee 
mee 
Fone re. , i ‘ = 
oo le ae ce: ae 5 : ee a | ie ae 
ON ee 


17 tafimandl 


‘ 


ADVERTISER'S WEERLY 


flieNadanay 


Advertisements must be pleasing 


DVERTISING ts variously described 
as a trade, a business, a vocation, a 
profession In one or other of its 


aspects it is all of these, but to dub it a 


craft would be a isnome}r It is not a 
craft in itself, but a business Cor profession 
trade or vocation) that uses, and must usc 


crafts and craitsmen 
To justify this dogmatic statement, and 
aS 4 preliminary to a discussion of cratts 


manship in advertising t is essential to 


postulate a definitior That given by E. I 
Stephenson, i 
on the follow: be hard to 


better Cra 


artisan who 


puts it. Blanche Hammond, tn her article 
on Advertisement Design, elaborates this 
definition he he gests that the 
craftsman, in his role as artisan, is bound 
inlike the art the limitations of his 
firective 

The creations of a craftsman must be 
functiona his job 1s to make something 
the nature of which ts determined by its 
purpose, be it a chair to be sat upon, a 
vessel to hold liquid, or an advertisement 
to sell a product An artist is not thus 
fettered: he is free to express in shape or 
colour something beautiful or significant 
conceived im his wn imagination, that 
need have no functional purpose at a 
He can. if he chooses, create tor the 
satisfaction of nobody but himself 

But the artisan must be an artust betore 
he can call himself a craftsman, and the 


irtist must be a craftsman before he can 


vive significant form to what his mmagina 
tron SUaTISEeS 
> . ° 


4() we have our detinition clea if We 
» | { , laclined ¢ 


wJhave, of course, declined to be contused 
by the double meaning usage has given to 
the w {1s craft crafty‘ Those 
sho eng ) advertising as a yocatior 

iy have to be craft the sense of being 
ingenious and guile iwhich does nor 
imply that it necessary to be dishonest) 
But to be crafty in this sense does not make 


one a craftsman 


as well as persuasive 


By THE EDITOR 


Advertising, then, needs and must use 
its craftsmen—its artisans who are also 
artists—its copywriters, its designers, tts 
painters and its photographers, its printers 
and its engravers: all who conceive and 
produce advertisements for Press and 
brochure, poster and sien, screen and radio 
To state this to-day is to state the obvious 
But it has not always been so. I[t is not so 
long ago that advertising was regarded 
with disdain, by persons of culture, as the 
province of the cheapjack and the show 


man. A 


cratty but they were no product of 


vertisements then may have been 


craftsmanship 


Ho” is it then that advertising has 
come to attract and to use the skilled 
craftsmen who to-day serve it so well’ 


There are several reasons, and all are 
important because they show how it ts 
that advertising must make the utmost 
use of its craftsmen if it is to survive the 
tests imposed by an increasingly critica 
public opinion 
Twentieth-century levelopment 0 
mechanical processes, which have made it 


possible to obtain tarthtful reproduction o 


f 
vraphic art on long runs, have necessitated 
the employment of many more good 
artists 

Intinitely higher standards of editoria 
presentation im newspapers and maga 
zines have stimulated better standards of 
idvertising, so that advertisements cou 
compete for attention value on more 
equal terms 

The tendency for smaller businesses 


be merged into larger and larger units has 


made more money available for adver 
using, and so made it possible to pay the 
price the best craftsmen can command 
Standards of good taste, previous! 
recognised only by a small educated 
minority, have become more generally 
accepted as education has become the right 
of all instead of the privilege of the few 
What this adds up to is that to-day 
advertisements must be sufficiently attrac 
tive to warrant the cost of the space they 


occupy, and (in the case of Press adver 
comparison with 
They must 


tisements) to stand 
attractively presented editorial 
also satisfy a certain awsthetic standard 
If they fail to do this, they will repel the 
reader or viewer, and thus prejudice him 
against the product or service advertised 
They will also, if they are ugly or in bad 
taste, play into the hands of the critics of 
advertising who seck to restrict it on the 
ground that much of it ts alleged to be 
offensive to the eye 

This 1s where the craftsman comes in 
He can, if advertisers allow him to, create 
advertisements that compel attention be 
cause they are beautiful and well-designed 
idvertisements that harmonise with thetr 
environment, be this a printed page, a 
village street, a railway station or a film of 
radio programme, He can disarm criticism 


by the quality of his product 


B T advertisements, however great their 
artistic merit, are valueless unless they 
persuade somebody to do something 
They must sell goods or services or ideas 

There has, perhaps, been a tendency in 
recent years for the craftsman in advertis 
ing to forget this. When there was nothing 
much to sell, and advertisements could 
only remind, there was no need for 
advertising to be persuasive Habits of 
mind thus formed are hard to discard, but 
they are already being changed at the 
dictation of economic circumstance. “The 
artusan who 1s also an artist 1s coming into 
his own again, for advertisers to-day will 
not keep on paying for the loveliest 
advertisements if these fail to sell their 
products 

Advertisements need not be ugly to be 
persuasive The cosh is a persuasive 
weapon, but it 1s an ugly one, its effective 
ness 1s short-lived, and society does not 
encourage its use The parallel is apt 
Advertising to-day dare not use the 
bludgeon: it must be forceful and persua- 
sive, but pleasing as well; to make it so 1s 
the function of its craftsmen. Penalty of 
failure is the obliquy of public opinion. 
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ADVERTISER'S WEEKLY 


Copy is a delicate synthesis 


every bDiessed 


of emotive and 


scientific prose 


WRAEI A word of strenyt! ) volume sumer g methods of the past has been rapid and 

enough to throw off the folksy taint to-day wi we « in the ninet Startling. It is as if the Globe Theatre at 
A ot the arty-crafty, of unhandys hand hundreds invention after 1 " Bankside had suddenly been equipped 
crowding idvertising was ¢ sith a revolving stage, lime-lights and al! 
the special skill of the artis, “A sO where forciny the pace of 


weavers and potterers at potters ‘ cume 


acceptance at the other devices of a modern theatre 
in artist The masons w ' consumptiot The rcalpe ) ) Maybe we are not vet fully accustomed to 
Yevele cathedrals had ut ufo 6tition governed the whole manufacturing handling all this apparatus. Certainly at 


Cellini boasts of tt in ais memoirs. overt | wluce better goods more cheaply 


imes the spotlight seems to be playing on 
casting of the golden salt-cellar for Francis or perish! The ever read hitfusio 1 balustrade on the back-cloth when it 
I Craft that makes Huntsman ' would have been in should be moving with Richard Burbage 
an extra export value to the ni advertising ‘ as, at till ‘ is Othello. Is it the stage directions that 
land, late Spode and keep he oldes That 1s the W the copywriter . ire wrong or the operator? 

ship-building ‘ nm the wor 


and the seal « integrity A copywriter to-day may be permitted 


working at Ruad to-day, perpetuati Ve As with medicine and the 


advertising o be dubitative over this empirical system 
lovely lines of the Levant schooner has more or le evolved its own code of In essence, it is alien to the heart of his 

to romanticrne over the vlor conduct Among the influences that ha task, which amongst other things ts to 
of past crattsmanship But the sus) brought this about, more effecti tha add something to the advertising message 
between the crattsmanship of the past ‘ SC APA or any minatory Press Commis { which ts over and above fact. Readership 
the present is a |! force Crood ca has been vy 


‘ ' ¥ reasonable coy irveys and tests, sampling, polls, cross 


Ways Ki And in the ry p secuons amid the press of these, the 


tron of the \ ’ th I , creative spirit) ask for more breathing 
The Haslam Mills Scho psec Be. apse then : : 


space As advertising bows down to the 
Look back t f v ‘ nystique of the statistic, the more need 


for a few systematic doubters 


hard-hitting patent n OpV wa there surely is 
dving ha I was als I This touch of scepticism on the copy 
Ha | vers ‘ or ariter’s part 1s easily understood. Observe 
that Haslan I nforn yhserve, observe that is the only way 
ft getting life down on paper. Social re 
search, mass-observation label it as you 
semething of ; Johnny-come 
itely so far as the writer is concerned \ 
blundering imtrud on peculiarly private 

ound 


To contess to a limited degree of faith in 


thing akin intuition ws a damaging 
| 


iémission The copywriter irgely tree 


t time-devouring adm ratwwe and 

ml Revol 
Revolution which ‘ , good ¥ and good ; ' ae t is he who lives closest to the frontiers of 
that modern d 


CVECUTIVE We ll the advertising team 


change He is in a position to 
Necessity and had ap th i miming i nt i tine, long-range perception. A nice parallel 
in the whole process With Nort s\stem' te 


and Newnes and the Penny Press car 


elop 


thes ts in the work of certain playwrights 


sho have the gift of netting plot and mood 


Vast merease im literac but ithe i as Ie! real tho ne step ahead of life. Their plavs come to 
corresponding merease um discrimin oO ‘arch reso he stawe instantly fresh and their audiences 
Naturally, the era threw up is prepa om a bi ‘ cts anc flentify themselves with this delicious 


tunist’ Tono- Bungavs But the t then the cak reatis wlor v ntemporaneity which ts the very mcense 
i « « emporane 


of invention had not started: ¢ t This change n the rough 1 of flattery Fed on events, circumstances, 
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Any 
will do 


excuse 


newspaper stories, the radio and films, 
society has its own kind of metabolism and 
such playwrights have consciously developed 
Advertising copy 


1 higher metabolic rate 


can have this valuable quality of contem 
poraneity and it does not consist simply of 
head-line \ 
flash of perception 


may be 


Sticking new in every 


copywriter who has a 


at the table ruled as 
ranked 


His spark of divination may at least throw 


conterence 


out of order by the ratiocinatists 


the issue at debate into true focus and so 


force the neht decision. Someone should 


write a book on the influence on history ot 
the Fools of the medieval courts 

Many hands go toward shaping a copy 
Much 


interpretation of market research 


correct 
If there 


generally 


depends on the 


policy 


is a “product plus it 1s sell 


Any copywriter who is worth his 


{ 
evident 


salt will be ing for something more 


which might be detined as “the 


This ts the n 


maranct 
gap che in the market into 


which the prod virtue of more 


things than research can reveal its 
ny differentiated character 

faultlessly typed 
the chent, 1s a 
Perish the thought 
fair wide margins are meant as 


Yet 


copywriters will agree that 


Yes. a py policy 


neatly bound, approved by 


~asant thing 


that those 


room for error there 1s lacking one 


thing more All 
to all 


copies of every copy policy there 


attached good strong 


that 


should be 
One 


mouse 
a sharp nip over 
The mice that start to nibble 


trap will give 


the knuckles 


An advertisement 
written by the late 
W. Haslam Mills, 
reproduced by 
courtesy of Charles 
W. Hobson Ltd. 


away at a copy policy once a campaign 

breeds They 
Dealing with 

this mice problem ts not strictly part of 


under way are of different 


are not always client's mice 
the copywriter’s craft. It simply calls for 
craft of a different sort and lower order 


Respect the reader is a canon law of 


copywriting There is nothing more 
and at the 


than the pundit who 


pathetic in advertising 


Same 
time more terrifying 


regards the reading classes as a norm of 


morons. This same pundit will trot out the 


oldest of advertising axioms that “people 


are interested in people” with an ai of 


profundity and then do his dull best to 


make the people in his advertising into the 


dreanest dolls— you cannot only hear the 


1" 


creak, you actually smell the 


saw -dust In the 


wires can 


national dailies, the 


illustrated magazines, everywhere in the 


Press we see journalism) striving 


heart and nerve and sinew to compliment 
and complement the reader's intelligence 
Show tickle 


this human idiosyncrasy and it ts vetoed as 


our pundit copy intended to 


airy-fairy or “‘clever-clever 

What sort of creatures does our pundit 
think people are’? You can gauge receptive 
ness by the speed with which a radio audi 
ence picks up an allusive play on words 
and how soon a good catch line passes into 
Think, too, of the enormous 
interests with which people 
out their lives From keeping 
homing pigeons to being a balletomane, 
they like to think of themselves as a bit of 


current slang 
variety of 
round 


ADVERTISER'S WEEKLY 


Itisa 
tairly safe generalisation that people who 


an expert on some subject or other 


are interested in one thing are sensitive to 
other Ask Wilfred Pickles’ 
We know “they 


We know we are competing with the news 


interests 


don't want to read it 
Presentation 
proper! 


Americans have it 


columns Hiustration and 


head-line integrated as the 
can dr 


bron 


hattle 


uw ther into 


the advertisement then on 


ist fight its 


the Copy 


own and i must be 


rth reading Tae copy is the pay-off 


It must be generous. To use the newer 


cult word, it must be rewarding 


Of course, tors possible to almost dis 
You use the method of 
You take a 
phrase and drum on it time and time and 
Mars are 


wondertul 


pense with Copy 
simplification MNCMOM KC 
time Examples are 


Wisk ots 


cannot be 


again 
marvellous” and 


This 


type of product 


method used for every 
It takes more than courage 
deal of 
for that 1s all it is 

Well 


asa 


to use it It takes a vast money 


Does this bludgeonry 
make the fullest use of the money” 
Csuinness 18 Good For You 
contra example 


method 


there ts 
The same basic mnenomic 
flow of 
pictonal and copy interpretation, a 
with variety 


enriched by a continual 


unity 


To examine presentation-cum-copy 


methods and techniques of copywriting 


would require an excursus as long as this 


article. There are as many ways of writing 
advertisement copy as there are of writing 
tribal lays and every blessed one of ‘em 
is rzht when matched to the right product 
The pure foundation technique in copy 
writing hes in 


appropriating a style of 


writing for a product. in polarising a word 
that they 


special value and relationship 


take on a 
When / use 
Humpty-Dumpty in a 
what I 


nuwe 


or a few words so 


a word said 


scornful tone it means cxactly 


choose it to neither 


Substitute 


mean now 


less mean for choose 


ind you have vour definition of scientific 


prose Copy is a delwate synthesis of 


emotive and scientific prose Emotive to 


wentitic to 
facts pikestaff p'ain \ 


move to action and make 


piece of writing 


only becomes a word picture when every 


With these things 


purview 


word in it 8 a picture 


kept constantly in with the 
meat and marrow of life and the literature 
' 


of life to feed on a copywriter can hardly 


fail to turn out consistently good work 
look at the 


Advertising | 


last advertising scene to 


day becoming more and 


more concerned with the selling and ex 


planation of social and industrial services 
and what may be called service goods If 
professional advertising 1s going to do the 


selling services as it alone 


must he 


wh of can 


copywriters ready to meet this 
new challenge 


The 


revival 


Crusades began as a 
petered-out in a 
Modern 

well, you can work out a neat inversal 


yourself! 


spiritual 


and series of 


trading adventures advertising 
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ADVERTISER'S WEPKLY 


Commercial nigger in 


the entertainment 


woodpile 


ET us suppose, for the purpose of this 

article, that you are planning the 

presentation of a series of commercial 
radio programmes for one of your agency s 
products Let us further that, 
through your own radio department, or 
by arrangement with one of those organisa- 
tions whose function it is to provide 
“package” programmes, you have decided 
on the form your show will take. Stars 
supporting artists and orchestra have been 
signed; the script has been written. All 


suppose 


your colleagues concerned are agreed that 
this is the right kind of 
product. And, since we are dealing with a 
hypothetical case, let us assume that the 


show for the 


client, too, is in complete agreement with 
your plans 

So far, so good. But your biggest head 
ache is still to come. And it takes the shape 
of a blank space on the script marked 

Commercial” 

Yes, the commercial! 
entertainment woodpile 


The nigger in the 
The hard lozenge 
of selling which you must wrap up in the 
bag along with the candy of comedy 
or what-have-you 
do about it? 


must 
What are vou gome to 
Are you going to sugar-coat 
it to resemble the rest of the contents’ Or 
are you going to be uncompromising and 
say, in effect, to Here's 
something you'll have to get your teeth 
into”? 

And whereabouts in the programme 
will you place this commercial of yours’ 
At the beginning? In the middle’ At the 
end” Or dispersed in penny packets 
throughout the script?) And how will you 
present it? Sung? Spoken? In the form of 
dialogue’) And what kind of 
you use? 

You have some hard thinking to do, my 
friend. For, let's face it, the radio commer 
cial is as much an interloper in its own 
medium as is the advertisement in_ the 
columns of a newspaper. The listener can 
“skip” a commercial just as surely as a 


your listener, 


voice will 


newspaper reader can skip an ad 
the same that it fails to capture 
and hold his interest at the first impact 
To suggest that you take steps to make 
your commercial 


and tor 


reason 


contrast as much as 
possible with the rest of your programme 
is, perhaps, to state the obvious 
the-less it would seem to be a 
principle on which to work. If 


Never- 

sound 
you are 
presenting a soap opera, or a play involving 
a number of characters, you would be well 
advised to make 
straight spoken 


your commercial a 


announcement, perhaps 
at the beginning and 
end of the programme 


with a sung “jingle 


whereas in a show 
built round a single personality, you would 
probably plump for the dramatised form of 


commercial to achieve your contrast 


Sales-message Is Sacred 


In Press 
advertising there is a marked movement to 
make the advertisement look as much like 


Is this contrast so important’ 


Does 
Should the star 
of the show take a hand in the selling spot’ 
I think not. American sponsors may take 
kindly to this technique, but | cannot see 


the editorial columns as possible 
the same apply to radio 


many clients in this country allowing, say 
a comedian to go in to bat for their 
products In this country the 
message remains sacred. So far 


Let us assume that you have decided on 


sales 


a straight spoken announcement as being 
product All 
mind the 


suited to 
Bearing in 


commercial wordage 


best your right 


Station's rules on 


you get your writer 


of commercials on the job; and, after the 


usual lapse of time denoting blood, sweat 


and tears, he comes through with a piece 


of the required length and strength. Slice 
it where vou like, it’s all hard selling 
With yvour commercial in front of vou 


vou now have to determine tts position in 
the programme. Many 
the halfway 


radio advertisers 


favour spot for the main 
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At all costs, see that your 
commercial message is writ- 
ten by someone who means 
what he writes, and spoken 
believes 


by someone who 


what he says 


By RODNEY 


HOBSON 


message, with a second and shorter plug 
at the end. Others prefer to save all their 
ammunition for the closing spot, par- 
ticularly if a competitors programme ts 
coming along later. This, and many other 
factors will have to be taken into con- 
sideration 

You are making progress. You have 
your message, and you have chosen the 
spot in the programme where that message 
will be heard But shall be 
messenger? If you are selling to women, the 
chances are that you will without hesitation 
seek a man for the job. This ts one of the 
unwritten commercial 


who your 


laws of radio, 
ithough only a psychologist can explain 
why a man’s voice should command more 
attention from women on the radio than it 
does in the home 
dramatised 


If you were planning a 
commercial for the same 
product, you would no doubt make women 
the chief characters, with perhaps an 
over-tired husband or an under-interested 
boy-friend in the background 

The choosing of the right 
probably give you more trouble than any 
other of the problems connected with your 
commercial. You will hear countless tests 
It is pretty safe to say that they will run the 
gamut of vocal virtuosity, from pseudo- 
Pickles to mock-Gielgud. Some will be 
resonant with understanding. Others will 
be sheer Charm School. But in time the day 
will come when you hear the voice that has 
what you want 


yvorce will 


Sincerity 

Never mind if the owner of that voice ts 
unknown. For your purpose one ounce ot 
sincerity is worth three years in repertory, 
ind if he sounds as if he means what he 
says —sign him up 

The value of sincerity in the voice of the 
man who speaks your commercial cannot 
be over-emphasised. At all costs, see that 
your message is written by someone who 
neans what he writes, and spoken by some- 
That's half 
the battle in getting your commercial across. 


one who believes what he says 
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Fill short crust cases with a lithe jam and 
a lot of double-thick custard and 
here's the trick! The custard must be as 
creamy, as colourful, as flavourful as ond) 
Bird's can make tt. Use angelica for handles 
and cherries for decoration 


Cut oranges in half, leaving zig-zag edges 
Mix orange pulp with chopped orange jelly 
Bird’s, of course) and put in shells. Fill 
up with Bird’s rich, creamy custard and 
top with cherries. Bird’s weearying quality 
makes these « dream to prepare and eat! 


; - 


Colour Photography by Adprint Colour Service 


5la Rathbone Place London W1 : Telephone Museum 7788 
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tor the pertect 


type design 


N advertisement is not a product but 
an intermediate step in the process of 
selling goods or service. In its aspect 

m “something to be read” it 1s unique, for 

it cannot begin to do its work in any sense 

until it as read Any advertisement, of 
course, must first of all be attractive. This 
inttal attractiveness however, 1s valueless 
unless the spectator or observer begins to 
read (Few advertisements consist of 
lustration alone.) Until the 


begins to read the “story the 


spectator 
reasoned 
and detailed selling argument does not 
reach his mind. Hlustration, the method of 
Presenting illustration, the “copy the 
lavout all will muss them objective if the 
words are not read 

The craft of the typographer, therefore 
hes in his ability to present words. 1 
present them in the most effective | 
most readable) manner / 


ie 
or each particular 
advertisement, & manner that will not 
detract from the associated pattern and 
detail but which will exploit every inch of 
the available space, make the words 


attractively readable as possibk 


als 
and 
enhance the individual presentation 


Spatial Limitation 


For his contribution to be usefully ¢ 
ordinated into the scheme which has been 


decided upon, it ts essential for the typo 


grapher to realise his limitations and to 
have a lively sense of his opportunities for 
exploiting adventitious advantages. At the 
outset, he ws limited by the 


space Which h 
words are to occupy (4 spatial limit gener 
illy set by the lavout man) The spirit o 
imosphere already created by the 
tration, st¥le of layout and copys anek 
may also determine a particular na 


typographic treatment The st 


vik 


Hlustration (heavy or light) may determine 


the weight or tone of the type masses and 


the onterlinear spacing Paper 


newsprint, art, efe ) may also de 


There is no magic formula 


when it is considered 


appreciate these differences, a little technical 
explanation is necessary 


72 to the inch) is the distance 
trom the top to the bottom of the body or 


piece of metal upon which the face 1s cast 


form of the letter The general desien 
the type face may 
This general relationship of the 
design in comparison with 


cast on the same size 


the same appearance o 


is the depth from the 


The craft of the typographer 


es in his ability to present 


words in the most effective 
manner for each particular 


advertisement 


By JOHN TARR, FRSA MSA 


OF THE MONOTYPE CORPORATION LTD 


gives & more spaced-out appearance to 
the lines. Interlinear spacing is important 
in continuous reading as insufficient inter 
linear spacing may create oppressiveness 
But, for a two or three-line heading, 
Perpetua may well waste important inter- 
linear space at the expense of apparent 
size where Times may exploit the inter- 
linear space to the full The channel of 
white space between the \-heights of 
consecutive lines permits the eve to travel 
back from the end of the line to the 
beginning of the next, and on this depends 
the comfort of continuous reading. There 
tore it is the incidence of this channel 
(which ts seen to be indissolubly linked 
sith apparent size of x-height)—i.e. the 
number of successive lines—which de 
termines what value or degree of x-height 
can be exploited in any part of the wording 
in an advertisement as far as size is con- 
cerned 

This apparent size, however, needs to be 
assessed also in terms of width, for whereas 
Rockwell (for instance) has a large x 
height, its width is proportionately wide 
ind this may prohibit its use if lateral 
width must be conserved 

In the selection of types of generous 
apparent size then, (which are apt to be 
prodigal of lateral space), some degree of 
condensation 1s necessary for economic 
composition of more than two or three 
nes Visually such condensation § is 


desirable for it tends to wie the eve more 


Our aim is Our aim js 
to please 


petua and 36 point Times New Romar 
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<7 (letterpress, gravure, etc.) 
Type designs are legion, and differ 
: considerabl ind n mam Vay lo 
hi of a type body are its depth and width ae 
The depth (expressed in” typographical , 
The depth is constant for each size of 
: body the width inies according to the f 
: ; 
“% 
34 
4 a 
3 called set 
8 All type faces Eo; a 
body do not carry 
a dimension, of depth or of width Times : 
e Roman (fig. 1) looks larger on its body - 
than Perpetua although the body is 
n identical 
> The governing dimension of a type face a 
a Ee highest part of an : 
3 
- ascending lower case character to. the 
7 Fo lowest part of a descending lower case 
x character. A design like Perpetua, with tall } 
ascenders and long descenders, presents a ‘ 
7 different: appearance to Times Roman 
Se Ps with short ascenders and descenders. The 
' difference is, in short, that Times Roman 
a t 
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Sounce Zone murmur \ 
ounce Zone murmur x 
X ounce Zone murmur X 
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x ounce Zone murmur X 
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ounce Zone murmur \ 


SS Ounce zone Mmurmutl 


ounce Zone murmur \ 


X 


ounce zone murmur \ 


ounce Zone murmul 


ounce zone murmur 


X 
X 
x OuNnCe zone Murmur X 
X 
x 


ounce zone murmur xX 


value per focus, size for size, as it moves 
along the lines; legibility does not lie in 
the width but in the height of normal 
letters and it ts concentrated in the upper 
part of them. A comparison of x-heights 
is Shown in Fig. 2 and should be studied in 
conjunction with Fig. 3 which shows the 
comparative width or “set” of the same 
type designs 

It is the x-height and set that determine 
the length to which a given type face should 
be composed. In general, ten words per 
line (or an average of 24 lower case alphabet 
widths) may be regarded as the longest 
width to which continuous reading matter 
may be composed without interlinear 
space (or leading). Such a criterion is a 
practical one for it is strictly related to the 
design of the type. No rule of thumb 
tables for 10-point or 12-point, ete., for 
example, are valid unless the type design 
itself is considered 


Subtle Factors 


Advertising copy in most of its disposi 
tions will be found to be more effective if 
spaced generously. for the resultant freedom 
lends attraction in itself For the same 
reason, both word spacing and the space 
after sentences may be more generous to 
mitigate any atmosphere of tension in the 
composition 

In type design the factors are perhaps 
more subtle and need more sensitivity to 
control them. It is by intimate knowledge 
of their effect under many kinds of circum- 
stances that the experienced typographer 
is enabled to determine where the sharply 


X 


X 


Fig. 2) Twelve-point x-heights 


Bembo 

Bodoni 

Caslon 

Garamond 
Baskerville 

Imprint 

Old Style No. 2 
Plantin 

Times New Roman 
Rockwell 


abo Ighijkimnoparstuyw xyz 


mainly for the use of the seoond-hand 
bookseller and the catalogue-printer and 
have yet to be seen as an enlivening 
device in advertising typography 

Yet there is ample room for enlivenment 
in most examples of continuous reading 
matter m= current advertising Placid 
unbroken panels of type matter (even 
judiciously leaded) need some sort of 
typographic effervescence to attract and 
hold the attention of the observer before 
he has become a reader, and also perhaps 
to persuade him to go on being a reader 

Apart from the value of the copy and 
the style in which it is written, the effect of 
the panel unadorned is monotonous. // 
This cannot be 
achieved by stunts ornaments, dots, of 
spots. because they arrest only and do not 
lead in The exploitation of other typo 
Paragraphs 


must be made readabl 


graphic resources 1s needed 


(Continued on page xxii) 


Ve rpetua 


Te 
abedet ghiyklmnoparstuvw xyz Centaur 


abcedetghyklmnopgrstuywxyz 

abc detghiyklmnopar tuVWKXVZ 
abedetghiyklmnopgrstuvwxvz 
abedetghyklmnopgrstuywxyz 
abcdetghijklmnopgqrstuvwxyz 
abedefghijklmnopqrstuyvwxyz 
abedetghijklmnoparstuy wxvz 
abedefghijkimnopqrstuvwxyz 
abedetghiykimnopqrstuvwxyz 


abcdefghijklmnopqrstuvwxyz 


contrasted strokes of Bodoni, the limpid 
lines of Bembo, the plain businesslike tones 
of Baskerville, the starkness of Gill, the 
sturdy quality of Plantin, the femininity 
of Centaur, the classic imperturbability of 
Perpetua, and the quiet serenity of Gara 
mond may be best employed In the 
weight of type designs, control is perhaps 
more easily exercised and exploited although 
such expedients have not yet been fully 
used The hierarchy of typographical 
distinction that may be obtained by the 
adroit use of nine inflections of a proto 
type (Fig. 4) have so far been reserved 


Plantin is heavier than Garamond 


Garamond ts lig 


iter than Plantin 


hig. 4 Comparison of weight 


Bembo 

Caslon 
Garamond 
Imprint 

Planun 
Baskerville 
Bodoni 

Times New 
Old Style No. 2 
Rockwell 


Fig. 3 Twelve-point alphabet-widths — -ccccscsscserereeeeeereneneees ; 


lowercase roman 
lowercase italic 

SMALL CAPITALS 
ROMAN CAPITALS 
ITALIC CAPITALS 
lowercase bold 
lowercase bold italic 
BOLD CAPITALS 


BOLD ITALIC 
CAPITALS 


Fig. s The nine declension 


of a basic type design 
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TAKE A LEAD FROM NATURE | 


for colour & protection 


NATURE uses the * vertect packaue ... One which combines protection with 
| | I 


beauty of Appearances and man dustry tries to follow her, but not all 


have her know led If vou have problems why not consult us— as specialists 


In our modern factory by the blending of art. abilitv and prac tical expe rience 


we devise packages that sell more quickly, carry more safely and display more 
eflectively producimg labels, bag yrappers, cartons of all descriptions ees 
using film or foil, and their many laminations to the best advantage .. . printing 


in colour by letterpress, litho or gravure. Consult us with your problems 


BROWN BIBBY & GREGORY LTD 


Colour Printers © Packaging Specialists 


London Office: 9 Grafton St.. Wl. Tel Regent 2506 Registered Office & Factory: Speke, Liverpool 19. Tel. Hunts Cross 133) 
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Layout must interpret 


policy and _ stress 


selling points 


a=, 


HERE have been endless arguments 
as to whether the layout man is an 
artist or a craftsman. Certainly he is 
a craftsman in that he is bound by many 
limitations, such as the nature of the pro- 
duct or services, space area, media or the 
processes of reproduction. All these factors 
are so many restrictions which would con 
fine the artist. Layout, therefore, appears to 
be in the category of craftsmanship. Yet the 
first and most important process in de 
signing a layout 1s the creative inspiration 
that springs only from the quick imagina 
tron of an artist 
Good taste 1s the most important instinct 
of the first 


everything 


class designer and governs 
illustration, the 


technique to be used, the typeface and the 


chore of 


correct size of the elements in the space 
area. The successful layout man possesses 
a sure instinct which enables him to produce 


She's growing - she needs 


Virol 


‘ ‘ s an eneree 1 


a perfectly balanced layout that would 
be upset by the alteration or movement of 
any one of the elements 

The layout man must be not only a 
businessman but an amateur psychologist 
He must be able to interpret the policy and 
stress the selling points of the particular 
product as well as understand the reactions 
of the consumer to whom the advertisement 
is directed For instance, a branded 
whisky advertisement 
snob appeal of the select few, and a 
holiday-camp advertisement the free-for 
all of the carefree masses. A word can be 
said here on the merits of the popular 
advertisement. It is often felt that, if the 
appeal is to the cheaper class trade, the 
design must automatically be of a flashy 
character This attitude is quite wrong 
The advertisement should be both useful 
Good design can be 


would suggest the 


and well designed 
compatible with advertising 
with such difficult subjects as store cata 


effect even 
logues and sales advertisements 

One constant worry to the layout man 
is the problem of getting new ideas passed 
by the client. Many 
resist making alterations The delicate 
balance, which has taken much effort and 
experiment to achieve, may be completely 
ruined by indiscriminate alterations of 
additions After the designer has had a 
thorough briefing and the corrected and 
checked data has been passed to him, he 
should be allowed to go ahead with his 
layouts without interruption or criticism 


executives cannot 


A simple and perfectly balanced 
layout. The well chosen type suits : 
the product, and the weight of the : 
word ‘Virol’ is picked up very : 
successfully in the sketch and rule. 


Peete eee ener eee ees 
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The more simple and direct 
the layout, the more arrest- 
ing it is to the reader, who 
is not interested in analysing 
tricky layouts or decipher- 
ing a message obscured by 


distracting details 


By BLANCHE HAMMOND 
DESIGNER, SHELL-MEX AND BP. LTO 


and if when submitted the design ts not 
accepted it is generally better to make a 
fresh start. The artist knows exactly why 
he has made a certain arrangement. Any 
attempts to modify or alter it will almost 
certainly result in a loss of freshness 

Many of the best ideas submitted by a 
designer may be too subtle for the layman 
to appreciate. It ts no wonder, therefore 
that they are frequently condemned. The 
shrewd designer works to the ideas he 
knows are favourable to the client By 
rarely attempting anything entirely new, he 
avoids much disappointment and waste of 
time, but at the cost of his own progressive 
ideas which have to be suppressed 

Occasionally a designer has the fortune 
to work for a chent with a good apprecia 
tion of art and publicity and the common 
sense to let his chosen experts carry out the 
job This ts a happy combination and 
almost inevitably results in a high standard 
of design 

The obvious aim of an advertisement is 
to increase the demand for the product and 
to keep the name of the advertiser in the 
public eye. The layout man will therefore 
take care to stress the appropriate selling 
points of the product. He will employ a 
distinctive layout throughout the campaign 
which will identify the goods or service to 
the reader, and will give the information 
required on the article and its value. The 
nature of the product will often suggest 
the technique to be apphed when designing 
the layout. For instance, diesel ol suggests 
a masculine approach employing modern 
typefaces and strong drawings or photo 


graphs A beauty preparation calls for 
more delicate handling, with = sensitive 


illustrations and one of the fashionable 
display types. But no hard and fast rule 
can be laid down. The unorthodox layout, 
if well-designed, can be good attention 
value. An example of this is the use of a 
drawing instead of the more obvious 
photograph when designing layouts for a 
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photographic product. It is important to 
keep the layout as simple and clear as 
possible. The more simple and direct the 
appeal, the more arresting it is to the 
reader, who is not interested in analysing 
tricky layouts or deciphering a message 
obscured by distracting details 

The old maxim says that only the best 
is good enough for the public. The saying 
holds good for layout. as for any other 
form of art--and the dignified advertise 
ment which does not “talk down” to the 
reader 1s likely to be given more serious 
attention than the Stop, Look, Listen 
screamer with ugly splash lettering and 
crude formula 

In most cases there is no means of know 
ing beforehand where a Press advertisement 
will appear on the page. One must bear in 
mind, therefore, the possibility that it will 
be surrounded by annoying details which 
detract from its full value. Every inch of 
white space has Fecome so valuable that 
it must serve a double purpose The 
layout must be so designed that the white 
space of the advertisement will act as a 
setting for the illustration and text, as well 
as a buffer against outside interference 

The wider margins and lavish use of 
white space in the pre-war sixteen-page 
newspapers gave an airy appearance to 
the page, which has given place to the 
close set, all-over grey tone of present day 
British magazines and journals This 
sohd character has shown that tt can be as 


Saying something 


two minutes 


ae produce, direct, and present a two 


minute advertising film, sounds easy 
enough But just try to say something 
really worth-while in two minutes and you 
begin to see how ruthlessly one must prune 
all inessentials, how firmly one must stick 
fo mayor pots 


This 1s the baste problem of the adve 


tising film. Yet there is no set formula for 
such a film. Fach presents an individual 
problem in ttself. when it comes to the 
product to be advertised The salient 
selling points, the pre-conceived ideas of 
chent and agent, matters of tinance and 
distribution, all must be taken into con 
sideration, and these factors condition 
either directly or indirectly, one’s approach 
to the film 

When I first started, IT called upon m 
past experience on the stage, in the 
Dubbing Department of a Feature Film 


The strong technique of drawing 
and type. suitable to the coarse 
screen of newspaper work, in no 
way impairs the feminine appeal 
of this layout. 


eRe Rete ener eeeeneeeeeeeeeeee 


well desizned as the internationally ac- 
cepted layout, where generous proportions 
of margins to text and illustrations to 
copy, were once an unshakable tradition 

In spite of poor quality paper and 
mediocre processing and printing in post 
war Britain faults caused by poor ma 
terials and lack of skilled craftsmen 
layout and design have benefited by the 
discipline enforced upon the artist. Many 
of the tricky ideas, also ugly display 
typetaces and fanciful hand-lettering have 
from necessity, fallen into disuse The 
resultant austerity of design has led to a 
general all-round improvement in crafts 
manship 

It seems likely that the increase in paper 
supplies and larger advertisement sizes 
will form a valuable adjunct to the technical 
progress made during the lean years. Such 
a combination will give the artist a solid 
background against which he should be 
able to develop the more creative aspects of 
layout 


worth while in 


By G. bE. COVENTRY 
DIRECTOR OF PRODUCTION 
FOR G. B. SCREEN SERVICES 


Studio, in the Editorial Department, and 
as a Production Manager But such 
experience — although it makes a beginning 

Ss not enough One must acquire a 
thorough knowledge of advertising in 
general, and of screen advertising in 
particular 

As a film director one’s approach to 


anything ts dictated, subconsciously 


per 
haps, by past experience plus that “some 
thing” which ts inherent in all of us in 
varving degrees. Call it what vou like: the 


knack of doing the right thing at the right 
time, imagination, dramatic instinct: horse 
sense, or im rare cases, genius Some 
feature directors are born with this gift 
others develop it, Dut i iS a very necessary 
thing in the making of films. Craftsmanship 
in itself, is not enough 

Every director's approach to the making 
of a film naturally differs My own 


Gay pang wait im bu Sd eevee wth 
panes ~erctecks  bhgh bonomed 
pe tet and ae Bay eed fr mt 
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approach to the making of a film is as 
follows: First of all, I mentally visualise 
the story as / would like it to appear on 
the screen. Then I try to divorce myselt 
from this” subjective conception, and 
survey the result of my visualising as 
objectively as possible, 

But whereas, a feature film director can 
indulge in developing characterisation, 
mood, atmosphere, suspense, covering his 
work and using the camera as it should be 
used, the producer of the two-minute 
film is denied such iuxuries owing to the 
time factor. Yet he must try to suggest 
them. Not an easy task! 

For me the period of initial preparation 
is the most important. It ts here that I 
“sweat it out”, and the imitial mental 
sketch becomes a concrete idea. Once this 
is accomplished, when the shooting date 
arrives [T can take the floor knowing 
exactly what [ wish to see on the screen 
This means that I edit as I shoot 

As advertising pictures are planned to 
support and to bear comparison with a 
cinema programme as a whole, the music, 
sets, and general presentation must be of 
the highest possible quality Such films 
are in essence, pocket-features and must 
bear the feature stamp. This 1s really the 
trickiest part of producing a two-minute 
him, for mois the feature “feeling which 
must be conveved instantaneously that 


makes the difference bétween the really 
fir 


st-rate, and the merely competent 
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The art of writing 
beautifully 


With special reference to 


the work of William Bishop 


MALLIGRAPHY 
beautifully 


Even before the days of the 


printing press there was an important 
distinction between the calligraphers and 
the people who could merely write. [n our 
time calligraphy ts taken to mean formal 
or cursive writing which has legibility, 
beauty and = character Modern caili- 
graphers use as their models the best 
examples from manuscripts of between the 
10th and 1Sth centuries, although both 
earher and later styles may be included 

This lettering has been developed over 
thousands of years, gradually evolving as 
new writing materials were discovered: 
obviously the scope of the letterer using a 
quill pen on vellum was much greater than 
that of the seribe writing with a stvlus on a 
tablet of clay 

But despite experiments by adventurous 
souls during the past tive hundred years, 
there have been no enduring changes in 
the art. Indeed, callizgraphers of our time 
have settled on the foundational hand as 
the best basis for their work. This was 
the formal book hand of the lOth century 
adapted and introduced by the late Edward 
Johnson Iuminated manuscripts of the 
past are a prolific source of inspiration 

The influence of the calligrapher on the 
graphic arts and hence on advertising is 
proportionately even greater than the not 
inconsiderable volume of work he does for 
advertisers All tvpe stvles and all letter 
forms have developed trom formal pen 
lettering, and even to-day when it is 
desired to mvest a document with excep 
tional dignity and importance, its prepar 
ation is frequently entrusted to the 
calligrapher 

On the other hand, it must be emphasised 
that formal calligraphy is not we 


produced by normal commercial printin 


re 


processes It is wrong, theoretically, to 
have a piece of advertisement copy written 
by a calligrapher in formal hand on 


is the art of writing 


Photo by John Searle Austin 


WILLIAM BISHOP 


it has frequently 
spectable and affluent advertisers 


Is the calligrapher’s art an anachronism 


and the ball-pomted stvlus? 


These two handy instruments enable 


to scribble notes and to sian cheques 
writing of anv character 


which are tv pitted 


the alphabet the same width 


vement recording instrument out of 


A distinction must be made 
between calligraphy and 
lettering. The calligrapher 
writes: the lettering man 
iS not writing at all. He is 


drawinggor painting 


By E. SEARLE AUSTIN 


when the desire is for a manuscript which 
has both character and beauty 

The printing press does not create at all 
it merely multiplies a work of creation, and 
its scope 1s limited by mechanical require- 
ments 

Yet there is, in fact, room in our world 
for the calligrapher, and this is demonstrated 
by the fact that the number of calligraphers 
earning a living by the art has increased in 
recent years Using writing instruments 
fashioned for each individual hand, they 
produce the written word in a form which 
not only transfers thoughts from one 
person or group of persons to another, but 
does it with a grace and distinction that 
gives dignity to the message and pleasure to 
the reader. Illuminated addresses, scrolls 
of honour, tithe pages and books etc. are 
being produced in a steady flow One 
monumental work now in process ts the 
Guards’ Books of Remembrance 

Industry is an increasingly interested 
patron of calligraphy It has become 
fashionable te mark notable occasions 
such as anniversaries or the opening of 
new premises, by having a record written 
on vellum and framed to hang on an 
entrance hall or in the board-room 


Calligraphy and Lettering 


\ distinction must be made between 
calligraphy and what we in advertising 
know as lettering. The calligrapher writes 
his pen flows even though his letters may 
not be jomed together. Hes style ts essenti 
ally free, and his characters may differ 
shghtly from each other according to the 
letters which are next to each other 

The lettering man, on the contrary, builds 
up his characters. He ts free to use a pen 


a brush or a stick of charcoa He may 


employ a ruler, a pair of compasses or even 


1 French curve. He ts not writing at all 
he is drawing or painting and does not 
hesitate to draw an outline with one 
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instrument and to fill it in with another 

Most modern calligraphers use the quill 

usually the turkey quill. In doing so 
they are selecting what time has shown to 
be the best and most flexible of writing 
instruments 

An extremely interesting collection of 
pens has been made by Mr. William Bishop 
one of the leading calligraphers, who both 
practises and teaches the art. An instructor 
at schools of art at Wimbledon and 
Reigate, and a prolific worker, he has yet 
found time to gather together more than a 
hundred pens of unique interest. They are 
a history of writing from Roman times to 
our own. The collection has been filmed 
Pathe Pictorial showing in more 
than 600 cinemas in this country, for 
distribution in America and as the basis of 
a television broadcast. Mr. Bishop ts now 
having discussions with the British Council 
which thought of sending a small exhibition 
to China 


by for 


where they really do understand 
beautiful writing 

He became a calligrapher in a curious 
As a young man he was a wireless 
operator at sea 
down 


Way 
and was required to write 
capital 


While working out the best and quickest 


code messages in letters 
way of doing this he became fascinated by 
the of letter He studied 


seriously, left the spent 


bes uty forms 


sea, and twelve 


months in the manuscript department of 


the British Museum. His first commission 


was from the Board of Education for a 


SOME PENS FROM 
WILLIAM BISHOP'S 


COLLECTION 
|. Holder of mother-of-pear!l used 
as letter opener with quill nib. 
7. Decorative ivor’ holder with 


quill nib. 3. Silver pen replica of a 
quill. 4. Pierced ivory holder with 
quill nib. 5. Glass pen. 6. Po cupine 
holder. 7. Decorative holder with 
carved dog. 8. Horn pen. 9. Bamboo 
pen. 10. Bone pen. I!. Music pen. 
12. Bristol glass pen. 13. Duck quill. 


series of panels required to describe speci 
mens in an exhibition at Oxford. He was 
then retained Henry Rushbury, R.A., 
to do the lettering on a map in a painting 
by Rushbury which now the 
ceiling of Braintree Town Hall 

He is a member of that rather exclusive 
The Society of Scribes 
IHlumina’ors, which has a roll of only about 
70. The Society acts not only as a profes- 
sional body, organising exhibitions and 
keeping front rank calligraphers in touch 
with each other; it also advises people 
who require the services of calligraphers 
Much the work done 
comes through the Society, which imposes 
stiff tests not only in calligraphy but also 
in the difficult art of gilding and illuminat 
ing 

Mr. Bishop usually uses a turkey quill 
and writes on vellum, which is the skin of 
a calf. Occasionally he uses a steel lettering 
nib, but says that it does not respond so 
well to subtle changes. He prefers vellum 
to parchment as the latter, made from the 
skin of the sheep, is apt to be greasy. He 
writes with genuine Chinese stick ink from 
a store which he accumulated before the 


by 


adorns 


organisation, and 


of by members 


war. This looks like a stick of black sealing 
wax tearing Chinese characters in gold 
and for use is rubbed down in a rough 
surfaced palette with distilled water 
British-made forms of this stick ink are 
available from artists’ suppliers. Neither 
Indian ink nor any other form of water 


proof or fixed ink ts ever used; it does not 
flow properly from the pen 

Mr. Bishop will have no truck with bad 
writing. The copperplate hand he says ts 
decadent. Nor is his dislike of it irrational 
The foundational hand, the formal book 
hand based on the 10th century 
scripts, is a good hand because it is well 
proportioned and pleasing in 
appearance, and though sufficiently decora 
tive is perfectly legible. It is the simple 
product of the quill pen cut to a broad 


manu 


designed, 
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cdge. In use the quill is held as lightly as 
possible. The thicks and thins do not 
depend on springing the nib open to 


broaden its pomt, but on the direction of 
the stroke being made and the angle of the 
pen to the paper. The result is a natura! 
light and shade in the work. Copperplate, 
and other modern letterforms, depend on 
springing the nib open to get variations in 
thickness, which, Mr. Bishop, are 
laboured. That stvle of lettering may be a 
natural product of the copperplate etcher, 
but not of the calligrapher The same 
reasoning leads him to recommend all who 


says 


want their handwriting to have character 
nib whether 


to use a fountain pen of 
steel nib — which has a broad edge 
How can one judge the work of the 


calligrapher? What are the points for which 
one should look’ Here are Mr. Bishop's 
Suggestions 

1. Is the lettering fit its 
purpose’ Is it for example to be held in 
the hand while being read, or will it hang 
upon a wall and 


style of for 


or even be on a ceiling 
can it be read easily when in position” 

2. The right arrangement the com- 
ponents. Is the Ms. nicely balanced, with 
the correct emphasis on each part? 

3. Does the work bear the characteristic 
mark of the instrument with which it was 
done, or does it appear to have been done 
with instruments and touched up 
or filled in? Good work is done with one 
instrument in each of its parts 

4. Does the work give the reader esthetic 
satisfaction? 

S. Are the materials of good quality? 

6. Is the finish good? This applies not 
only to the actual craftsmanship in the 
lettering, but to the general finish of the 
work as a whole, 
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Framed piece of calligraphy for the 
main entrance of a new building, execu- 
ted by William Bishop in red and black. 
This has been selected by the Crafts 
Centre of Great Britain for their exhibi- 
tion. 
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The question of whether or not your paintings . 
are going to remain fresh and brilliant is a very 
important matter because it is natural that you 
will want your work always to do justice to 
your merit as an artist 


You cannot afford to be disappornted By using REEVES materials you are 
if your parntings deteriorate in the assured that your work will retann 
course of ume nor can your clhents those qualities as when first painted 


for our reputation, respected since 
1766, ensures complece dependability 


REEVES 


Famous fos Colbwhd tence 1766 @: 


178 Kensington High Screet, London, W8 y~ 
13 Charing Cross Road, London, WC 2 | l q 
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REPRODUCTION 
* 
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6941-3 
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HELEN JARDINE 


ARTISTS LTD. 


7 elephone 


TEM Bar 6720 


33-35 WELLINGTON ST., STRAND, W.C.2 


TOR 


studios 


A tradition for design, quality, finish 


and construction to cxhibitors from 1870 


/ 


T. ROBINSON STUDIOS LTD 


have designed, painted and built scenieé 
murals, dioramas, displays and exhibition 
stands for Government departments, Muni- 


ctpalittes and National advertisers at most 


exhibitions at home and abroad durin 


five reigns 


* * * 


ie 


ROBINSON STUDIOS 
LIMITED 


Head Office Scenic Studios : 


72a PLOUGH ROAD 36 38 PENROSE STREET 
BATTERSEA, S.W.I 


BATtersea 5300 & 4886 RODney 2769 


WALWORTH RD., S.E.'7 
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The way I like to 


do a poster 


is this... 


r HE way I like to do a poster is this 
Firstly | like to know all 
to know about the product or 

that is to be the subject of the 

I want to have a clear cut objective 

mind—that 1s the that the 

poster ts aiming to hit 


there is 


service 
poster 
in my target 

Having thrashed all this out by dint of 
argument and like to 
disappear to (where 
by luck there is every accessory) and begin 
work. This can be thrilling 
room Ample 


some listening | 


some remote corner 
One is in a 
paper, 
razor brushes, 
paper, T-squares 
nd above all space 
Several large top tables all clear of mess 


quiet 
paint, 


supplies of 
bunge, blades, 


crayons, tracing Stecl 


rulers, lots of space 
(this is to start with) 
wash and 


I have had a good 
im dressed comfortably but not 
so that it matters if a gallon of indian ink 
trousers. Drawing board 
is at the slope, scribbling pad and coloured 
pencils are standing-to 


s'ops over my 


First Operation 


The tirst operation begins. [| fish out a 
good dry pipe and slowly stoke up. This 
manoevre ts imperative. There is something 
about preparing a pipe that smacks of that 
orental philosophy which maintaims that 
the mind is never more receptive to fruitful 
contemplation than when one’s hands are 
gently engaged in slight physical 
With Confucius it 
stroking a cat and with Lao-Tse 
coims, but 


some 
occupation was 
counting 
priming and 
getting going a veritable bon-tire of a pipe 


with me it is 


While this ts going on one is approaching 
the subject obliquely 
attack om this 


te coerced 


There is no frontal 
business the mind cannot 
One anti-crab 
That ts, one moves forwards while appear 
ng to Suddenly 
minutes, ten 


ipproaches 


move sideways one 
Five 
hour gees by 


the floor 


pounces minutes, an 
There are pencil chips over 


like a saw mull, paint splashes 


form a new pattern on the floor and up the 
wall behind, all the clear spaces are high 
with paper remnants and between your 
teeth a pipe cold and grey. But in the only 
clear space surviving like an oasis in a 
desert is a tiny piece of paper with a few 
scribbles on it. This ts the proud issue of 
all this creative gestation 

For the teme being there is a sort of 
idiotic mother love attitude to this morsel 
but gradually one objection after another 
presents itself 
hike disapproving relatives, are poking in 
Soon 
the weight of disapproval ts too much 
and even you may not like the shape of its 
nose or the colour of its eyes and ruefully 
admit it 1s not the son of its father. But 
this point that things begin to 
One's mind seems to be in some 


The previous conferences 


their various objections to the child 


it ms at 
happen 
way on its toes. The actual clash between 
keen about and the 
requirements 
illumines a 


something you were 
reality of the actual 
sets up a spark that 
mind that would 
remain dark. It 1s here that the limitations 
of a job form the flint on which 
creative energy draws a spark that might 


conceivably 


cold 
often 
recess of the otherwise 


onecs 


Thames on fire 
That 1s why art for art’s sake 1s such a 
daft contention 


set the 


It is flab bouncing against 
flab and of course there are no sparks just 
a squelch. Limitation is the midwife of art 
To set an artist free to do as he likes ts 
about as sensible as pulling up a tree to 
free the roots 

However, to return to our first scribble 
This process goes on You've got the 
right answer every time, so you think, but 
gradually, a fat take 
shape. By this time you have a satisfactory 
visual 


solution begins to 
In my case it would be a miniature 
no bigger than 6 in. by 4 in. if its eventual 
size were to be 30 in. by 20 in. (Size doesn't 
matter particularly, but proportion does.) 
In actual practice [ find working to a 
miniature precludes fussiness; you ‘see 
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Working to a miniature 
precludes fussiness: you see 
your main message, and, as 
if you were looking down 
the wrong end of binoculars, 
you see everything in rela- 
tion to a person who is see- 
ing the actual poster some 
distance away. 


By PAT GIERTH 
GROUP ART DIRECTOR 
COLMAN, PRENTIS & VARLEY LTD 


your and, as if were 
looking down the wrong end of binoculars, 
you see everything in relation to a person 
secing the actual poster some distance away 

With an enlightened client this is the 
stage at which | would prefer to go into 


main message you 


The visual usually has 
enough to it for a man of imagination to 
trasp the salient pomts. With these he 
may or may rot agree, but at least if he 
does agree there 1s sufficient iatitude im 
domg the finished art work not to feel 
cramped. How often does the foo tinished 
rough sit on your back when attempting 
the tinish and dictate all the spontaneity 
you. At all times a paint brush 
will add its littl quota to the job—you 
may not like to te told but you are never 
At som: time 
when you are dashing away with a friendly 


solemn conclave 


out ot 


fully in control of a brush 


sable nt will suddentiy decide to do a little 
arabesque leaving a mark in form 
quite unrepeatable And 
enough if this has hanpened on a too 
finished rough everyone will admure this 


and 


colour sure 


one little feature of dexterity to which you 
cannot claim full ownership, and worse, 
cannot repeat in the finished job So, 
artists, where you can beware the careful 
rough; and to the chent that still has some 
palate for liveliness, | would say, get the 
right artist then trust him to go ahead with 
the finish from a scribble. It is a comph- 
ment to both parties 


Sub-conscious Impressions 


In describing this personal approach to 
the production of a poster cannot 
cover every The films you have 
seen, the education you had, your 
love of countryside, literature, brew of 
beer, the environment of your home, your 
heroes of painting and design, all these and 
a million other sub-conscious impressions 
sit quietly waiting for some stimuli to set 
them in motion. Though this is by far the 


one 
facet 
have 
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most important clement, it is an incalculable 
factor, so I propose to leave it at that 
But there is one facet of experience that 
has a more precise bearing on the pro 
duction of a poster That is your ex 
perience of various means of reproduction, 
iad by this | do not mean simply printing 
but the whole gamut of ways and means 
of getting the image on to paper 

If a dozen of the world’s most famous 
poster designers were to list the tools they 
found most necessary to their particular 
job, we should at once know a great deal 
more about them than any number of 
articles stating their opinions and aspira- 
tions Mr. Kauffer must have turned 
several somersaults when he first ran across 
the sponge brush, Mr. Hohlwein the 
luxury of the full-brush and Mr. Games 
the facility of the air brush. What debt do 
the Beggerstatfe Bros. owe to the «cissors 
and Mr. Fifer to coloured cellophane? 

So fT underline the importance of experi 
ence in technique not because it 1s all-im 
portant but becaue it it something 
tangible that one can underline. A poster 
iS a message (not necessarily verbal) dis 
played to the public (not necessarily all of 
them) in such a way that the message is 
received This does not mean that all 
posters must, so to speak, be in. basic 
English, neither does it mean that they 
should be in Runic rhyme or Bauhaus 
hieroglyphic. A poster should grow out of 
the need that brought it into being 
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pleased to send vou a copy and to help, to the best 
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sale advertising problems. ; 

P.S.—The industrial uses of “* Trapinex” are limt- 
less, so why not consult us? Very little is impossible — 
if gust takes a bit longer. 
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EXPORT MARKETING & ADVERTISING 


Western German Advertising 
Is In Need Of A 
Spring Clean 


ESTERN Germany to- 

day is the happy hunting 

ground of the advertising 
consultant and the publisher. 
New publications appear almost 
monthly, circulations are on the 
way up and advertising rates soar 
in ratio. Purchasing power re- 
mains high, though it has turned 
away from food to cosmetics, 
clothing, furnishings, radios, etc. 
Gone is the sellers’ market, and 
manufacturers have to compete in 
quality and price for the con- 
sumer’s money; but the money is 
there, and shows no signs of dry- 
ing up. 
Those of us who are concerned 
with the export of British goods 
should note that 45 million 
people, of tastes and habits not 
dissimilar to our own, have be- 
come discriminating buyers, I say 
“buyers” advisedly, because with 
few exceptions they are not being 
“sold”—certainly not by advertis- 
ing, planned marketing, packag- 
ing, or any of the devices com- 
mon in this country, Yet very 
large sums of money are being 
spent in the Press at rates which 
would stagger any space buyer in 
Britain or the U.S.A. 


Nazis Had 
Complete Control 


The reasons for this curious 
condition lic, in my opinion, in 
the almost complete cessation of 
commercial advertising over the 
last ten years in Germany, and in 
the fact that for several years 
before the war, the Nazi govern- 
ment assumed a very considerable 


ontrol of all commercial adver 
Rising This, needless to say, dis- 
couraged the progress of all but 
those who were party members. 
and caused the withdrawal of 
British and American agencies. 
forcing many capable advertising 
men and commercial artists to 
emigrate 

Added to this, even in pre- 
Nazi days, the average German 
manufacturer was very shy of the 
agency system, and he preferred 
to use a free-lance advertising 
consultant, who was either paid a 
fee or haggled with the snace 
broker (annonzen expedition) for 
part of the commission such a 
broker drew from the publishers 
Sometimes the free-lance sought 
both methods of remuneration 
The space broker retained for nis 
services of space buying, billing 
and checking somewhere between 
10 and 12 per cent of the norma! 
commission paid by the pub- 
lishers. 

Dr. Goebbels was not slow in 
secing the possibilities in this 
system. He organised a state 


ce brokers’ office called Ala, 
through which, by law, all adver- 
tising in Germany had to be 
placed. It introduced a new 
system, however, discouraging the 
payment of consultants out of 
commissions received. This 
further inhibited those already 
embarrassed professionals, who 
had in turn to demand larger fees 
from their principals, much to the 
latter's chagrin. 


Only A Handful 
Of Professionals 


It is not hard to understand 
that the income of the profes- 
sional advertising man became 
more and more problematical, 
with the result that many turned 
to other jobs, went abroad or 
accepted government appoint- 
ments in the propaganda ministry 

The net result of all this was 
that only a handful of these men 
survived the war, and that prac- 
tically none of the new genera 
tion has followed them This 
handful, then comprises the men 
who control some 80 per cent 
of the advertising released in 
present day Western Germany 
Their commercial advertising ex- 
perience was gained some 15 
years ago, but their services are 
in such great demand that their 
opiniens are never challenged. 
and their “inspirations” accepted 
and published without question. 

The system of space brokers 
continues to flourish, and since 
until quite recently selling pre- 
sented but few problems, every- 
body is happy in this German 
advertising garden. 

Needless to say, there are ex- 
ceptions Some of the men 
trained in foreign advertising 
agencies in pre-war Germany con- 
tinue to operate on agency lines 
and to use progressive agency 
methods. It is encouraging to 
note that at least three such Ger- 
man agencies assured me that 
they had a waiting list of clients, 
whom they were unable to accent 
because of lack of trained staff. 
office accommodation, etc 
McCann-EFrickson still maintain 
an office in Frankfurt and Lintas 
opened last year in Hamburg. I 
know of at least another three 
companies being formed on 
agency lines, whose books were 
filled to capacity before their 
name plates were up. 


The space brokers, who see the 
writing on the wall, and the in- 
evitable cessation of easy money, 
are much distressed at this devel- 
opment. I was shown evidence 
that they are organising them- 
selves to oppose the growth of 
agencies, enlisting the free-lance 
consultants on their side. How 
far they will succeed will depend 
upon the extent to which the pub- 
lishers will side with them, or 
with the agency principle. And 
here I fear the agencies may have 
a fight on their hands. 

The space brokers do not op- 
pose or criticise the publishers’ 
high space rates—-the higher the 
rates the higher their income. The 
publishers are used to dealing 
with one central space broker, 
which makes life easier for them 

~and as yet they have not had to 
sell space very assiduously. 
Finally, the conscientious agent 
will, in his client's interests, try 
to bring space rates down, if a 
reasonable ratio to production 
and selling is to be maintained. 

The largest circulation news- 
paper in the British Zone, Die 
Welt, with 900.000 readers, has 
a mill-inch rate equivalent to 
5s. 4d. The weekly illustrated 
Coustanze, with just under 
400,000 readers, has a cost per 
reader per thousand of almost 
exactly double that of //lustrated 
in England Quick, a weekly 
illustrated published in Munich 
with a 600.000 circulation, is 
almost double the price of John 
Bull on the same basis 


Nothing Under 

Half-Page 

Another factor which makes 
the consultant-cum-broker more 
acceptable to the publisher is the 
tendency of the consultant to 
plan advertising preferably in full 
pages, or at least in half pages. 
I had the opportunity of discuss- 
ing with such a consultant a cam- 
paign for a product with which 
I was well acquainted, a product 
which has been, and is being, 
advertised and sold successfully 
in many countries in an average 
quarter page magazine size. The 
consultant refused to consider a 
campaign in other than full page 
size, and insisted that he could 
not, in his mind, “see” the cam- 
in anything under half 


May 4, 1990 


Just back from another visit 
to Germany, PETER DE 
PETERSON, of J. Walter 
Thompson Co. Ltd., gives this 
up-to-the-minute report from 
the advertising man’s angle, 
He found a country of discrimi- 
nating buyers spending more on 
consumer goods; a publishing 
business in fine fettle, with the 
advertising consultant ruling 
the roost; and a handful of 
agencies doing a real job. But, 
for the most part, he found 
advertising technique based on 
that of 15 years ago, and very 
much at the mercy of the 


consultant’s “ inspiration.” 


The simple truth is that, first, 
such consultants are only in- 
directly concerned with the sales 
of their clients’ products, and 
rarely, if ever, held responsible 
for these sales. Secondly, the 
practice of “laying out” advertise- 
ments has ceased to exist, and 
most of the consultants in ques- 
tion have not the remotest idea 
what a layout is. Having had an 
“inspiration” regarding a cam- 
paign, they engage a commercial 
artist or a designer to occupy the 
amount of space they have 
“guessed at”; and needless to say 
this is easier inva full page than 
in a quarter page. 


Designer's Inspiration 
Is Decisive 


In nine cases out of ten, the 
amount of copy used depends on 


‘the inspiration of the designer, 


and the type of illustration he 
chooses. 

To summarise, I believe that 
the present heyday of advertising 
in Western Germany cannot go 
on for ever because the time is 
bound to come when the German 
manufacturers will have to relate 


their advertising costs to their 
production and selling costs; 
they will be forced to realise 


that unless space costs can be 
reduced, and they can receive 
some real service and construc- 
tional planning in return for the 
15 to 20 per cent allowed by the 
periodicals, they would be well 
advised to examine other forms 
of sales promotion. Ultimately 
they will learn through more 
fortunate competitors that adver- 


(Continued on page 222) 
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sells to trade 


buyers overseas 


SPECIMEN COPIES AVAILABLE TO MANUFACTURERS AND THEIR ADVERTISING AGENTS 


“BRITISH TEXTILES” 
(Published by “The Drapers’ Record’’) 
229/231 HIGH HOLBORN 
LONDON - WW-C: 8 
Telephone: CHAncery 62918 
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HJEMMET 


CAN TAKE YOUR 
MESSAGE INTO EVERY 
THIRD HOME IN 
DENMARK 
In spite of a small increase 
in our paper allocation, space 
is still very tight, so please 
let us know your require- 


SECOND CITY 


the leading newspaper is 
Bergens Tidende, which serves 
not only Bergen itself but a 
wide area of Western Norway 
and is recognised as the first | 
advertising medium ourttide — 
Oslo. its net sale of 49,117 is 
slightly larger than that of its ments as far ahead as possible. 


three nearest competitors Our weekly magazine for 
combined, yet it is the news- omen 


paper ofthe better classhomes. 
“ALT for damerne”’ 


British advertisers will find 
Gorgens Vidende the | is in its fourth year and the 
| net sale is now well in excess of 


economical and effective means 
of establishing their products 198,000 ly. The bright 
modern make-up and quite 


in Western Norway. 
exceptional colour printing of 


BERGENS ALT make it an attractive 
TIDENDE proposition to advertisers. 


IN NORWAY’S | 


REPRESENTED BY 


ow 


JOSHUA B. POWERS LTD., 14 COCKSPUR STREET, LONDON, S.W.! 
Telephone : WH! 3305/6 and 3366/7 


a 


“SOUTH AFRICA 
For Consumer Advertising 


“MILADY” 
Reaches homes with high-spending power 
throughout the Union and Rhodesias 


For Trade Advertising 
“The BUYER” 


The South African Trade Journal. 
* 

The South African 
FOOTWEAR & LEATHER 
Journal 
Covers all asyects of the manufacture and selling of 
Footwear, etc. 

* 

‘ The South African 


FURNISHING TRADES 


Journal 
Covers the whole field of the Furnishing trades. 
* 


The South African 
FOOD TRADES 


Journal 
Manufacturing, Processing, Packaging, Selling. 
* 


Specimen copies and rates from 


SOUTH AFRICAN JOURNALS LTD. 


34-5 NORFOLK STREET « STRAND - LONDON + W.C.2 
————Phone:| TEMple Bar 8691——————— 
SUNLIGHT HOUSE, QUAY ST.. MANCHESTER 3 
—————Phone : BLAckfriars 316 


| 
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EXPORT MARKETING 


West German Advertising—continued 


tising in the Press can represent 
more than ambulant posters. 

I sincerely hope that those 
few in Western Germany to-day 
who have decided on the more 
rugged course of spreading the 
advertising gospel (in the sense 
in which we know it) will per- 
severe, and not stray into the 
camp of the consultants, space 
brokers and other “witch 
doctors.” 


Poor Quality 
Publicity Films 


Before the war, and particu- 
larly before the Nazi regime, 
advertising and documentary 
films of very high standard were 
common in Germany. Here 
again all initiative was killed by 
the rulers of the police state, and 
in particular by Dr. Goebbels. 
Whereas German feature film 
roduction is struggling to its 
eet again, there appears to be 
little or no attempt to create 
anything worth while for adver- 
tising. I saw several recent pro- 
ductions which were of such 
lamentable quality that it seemed 
unbelievable that any cinema 
would screen them to a paying 
audience. 

On the other hand, several 
Swiss advertising films are bein 
shown, of a quality of whic 
we could be envious in England, 
and I saw at least one out- 
standing Dutch advertising film 
with German commentary. 

As in Press advertising, exhi- 
biting costs are out of all pro- 
portion, and the whole business 
is in the hands of middlemen 
who have obtained concessions 
on large sections of the cinemas, 
and who determine prices without 
consulting the exhibitors or 
taking into account the quality 
or the subject of the film in 
question. Slides seem popular 
enough with the advertiser, 
though the quality of those I saw 
was very poor. Here again the 
costs of exhibition are exorbitant 
and middlemen rule the roost. 

The position of radio is ob- 
scure, some stations offering spot 
announcements, others refusing 
to. The present rates of the 
Bavarian broadcast station, which 
are over £1,100 for 15 minutes, 
would be enough to discourage 
anyone but a present-day Ger- 
man advertiser. For this sum. 
the station offers a listenership of 
1.375.000 sets, or an audience of 
4 million. After a recent in- 
quiry, the Bavarian _ station 
claimed that 7! per cent of their 
listeners welcomed commercial 
broadcasting, 22 per cent were 


| impartial and 7 per cent did not 


like it. 

In contrast to the somewhat 
gloomy picture of advertising 
painted above. I was pleasantly 
surprised to find that research 
has become available in a form 
not known even in the ore-Nazi 
days. Some pupils of distin- 


guished American research 
workers have founded an institute 
in South Bavaria. I have seen 


several reports p' red by them 
dealing with readership habits, 
litical opinions and buying 


abits in regard to cigarettes and 
fish. I feel sure that properly 
constituted agencies wilh make 
much use of this Institute. whose 
methods go to be as modern 
as those of similar bureaux in 
this country and in the U.S.A. 
The average German “consul- 
tant” is sceptical of this aspect 
of advertising, and fers to 
rely on the use of his inspiration 
and judgment. 

Outdoor advertising is not yet 
really on its feet. ntil fairly 
recently paper and printing equip- 
ment was scarce, and fly posting 
is difficult in heavily bombed 
areas. Nevertheless, the foreign 
advertisers seem to be showing a 
lead, Levers and Sheil being 
much in evidence. The out- 
standing poster artists of pre- 
Nazi — have gone, and were I 
responsible for an outdoor cam- 
paign in Germany I would have 
the posters designed outside the 
country, probably by one of the 
artists who chose artistic free- 
dom here or in Switzerland or 
the U.S.A. in the middle 30's. 


Canada 


Unusual Jewellery 


For Toronto Fair 


The Jewellery Section of the 
1950 Canadian International 
Trade Fair (May 29—-June 9) will 
provide many new and unusual 
items. The British Jewellery 
and Silverware Council will 
have a large composite exhibit 
in which the latest products of 
some 100 firms will be displayed 
for the benefit of the visiting 
business men. 

This exhibit will contain 
items such as the “tailored” 
ring, hinged to allow easy pas- 


sage over the knuckle and 
locking to prevent slipping 
around; hand-made, diamond- 


studded jewellery; period silver- 
ware such as Queen Anne and 
Georgian, as well as new styles 
tentatively called George V or 
George VI. 

firm that designed the 
prize winning lipstick case in a 
recent British design competition 
will have samples on hand, and 
an entirely new type of costume 
jewellery will be displayed. 


GRAIN CROPS 


An up-to-date summary of 
production and consumption of. 
and international trade in, bread 
and feed grains is given in Grain 
Crops, published for the Com- 
monwealth Economic Committee 
by H.M. Stationery Office at Ss. 
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the Oxford area 


High purchasing power and a great variety of interests 
and needs make Oxford one of the most lucrative 
markets in the country. Its university, its great modern 
industries, the substantial residential areas and rich 
surrounding farm-lands—all these share in the pros- 
perity that is Oxford today. 


\ 


© 


Ee ea FF 


High Street, Oxford. University College 

(left) is Oxford's oldest college. It was 
founded 1249, followed by Balliol (1263) 
and Merton (1264). Today total students 
number nearly 8,000. . 


Paper and printing employs nearly 

2,000 well-paid workers. The Clarendon 
Press is one of the biggest printing houses 
in the country. 


He's a welder at the Pressed Steel Co.'s 

works at Cowley which specialises in car 

bodies and refrigerators ; the factory 
maintains the largest metal pressing plant 
in Europe. 16, men and wornen earn 
good wai in Oxford's metal manufac- 
turmng industries 


Oxfordshire is a prosperous farming 

county. Farm holdings number 2,600 
(45% with electricity). The breeding of the 
famous Oxford Downs sheep is an im- 
portant county interest. 


At Cowley is the Nuffield motor 

organisation, with its maay thousands of 
highly paid workers. Its vast output of 
cars and trucks is an important part of the 
export drive. 


This great market, rich with 
selling opportunities, is completely 
covered by the only newspapers 
published in the city. 


THE OXFORD MAIL veveninc, WET SALE 41,634 


THE OXFORD TIMES (prioay) WET SALE 34,463 


(Members of the Audit Bureau of Circulations) 


ERNEST LUMSDON : London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
167-170 FLEET STREET, LONDON, E.C.4. Tel. CENeral 3265 
leeds Office: 


Russell Chambers, Merrion Street, LEEDS, 2 


é Midiand Bank House, 26 Cross Street, MANCHESTER, 2 
Tel. LEEDS 24998 


Tel. BLACKFRIARS 3930 


May 4, 1950 223 ee 
Working & Spending in 
a 
> 
| ; = S 8 # Be 
— ” Mee 
TPs ¢ = 
eos a é; ‘ 
> é)* =, a ‘ 
r * aie a. 3 ia se EE A bal 
, ty : an ig + 
f Paar wa : a a . He, 5 
ua > a a , 
ay : _ WO SH sah eS vs 
: ee Je 
ar 4 i, ers — aie Se byes 
7 aéa-e ee B® Bscsih’ 
A nen 2 “rT ’ oss Pee \ : 
Lae E — BSsnatee 
aR he OS. lll ON a ea . ; ae 2 ma a Rael { 
oy 1A “py | 1 - 
eel! i 
P md * a ; A = 4 
| "Ee . i 
3 — sae ye DS ee 
te, é. wah San 3 ‘ ‘ ‘~<a oe Bae Bs 
i a= 0 : j a — = ee te Ye fata ; oe ‘ 
i Bos. ° SS Wy a . ‘e! Da ; LN : min f wen fr eT sal : 
es «i amen ~ . SRS BRA ee An an RR 
> . } i, ee a : 4 
pts 
a t 
® ees 
Pa ee 
Pe 
ba ee 
fe 4 BRE 
eh ee ea NR ERE FORE RE OE EE TT EE NT TS TT TT SN 
ea Sk |: - 


ADVERTISER'S WEEKLY 


WANTED 


BRITISH REPRESENTATIVE 
FOR 
THE 
SOUTH AFRICAN 


HOTEL REVIEW 


about) which a director of a famous British Adver- 
tising organisation, interviewed by World Press 
News, 17,3 49, on his return from a visit to South 
Africa, said that, in his opinion, it was one of the 
two best trade journals published in South Africa. 


and the 
S.A. HOTEL REVIEW 
ANNUAL, DIARY & BUYERS’ DIRECTORY 


Excellent terms offered. Only applications giving 
fullest details, particularly of facilities available for 
handling these publications, will be considered. 
Apply by airmail to the S.A. Hotel Review, ,P.O. 
Box}!868, Cape Town. 


When you 
purchase superior 
Quality Goods 
AT REDUCED PRICES 


Dowr ~\ \ 
PAY THROUGH 
THE NOSE 


We now offer a completely new manufacture of 


"“BESFO" HOT PROCESS ROLL FEED 


TRANSFER BLOCKING FOIL 


| 
in all colours~gold and silver. 

As made at “Acton Works” 
Suitable for use on all makes of hot stamping 
machines. 
|] OTHER SUPPLIES AS USED ON YOUR 

SHOWCARD EQUIPMENT ARE 

Cardboard—Gummed Papers—Double Gummed 
Manilla~—Celluloid—Water Slide Transfer Film— 
Types Dies — Ornaments —- Cutters — Drapers 
Ticket Pins Metal Struts — Hanging Rings — 
Guillotines — Bevellers — Finishing Presses — 


Special Engraved Types—Dies—Blocks, etc. to 
your own designs. 


We also offer complete M ASSEELE Y showcard 


Mi and ticket outfits, rebuilt and guaranteed by: 
ILLB aid RS (service) LY 


ACTON WORKS BEACONSFIEYD ROAD ACTON GREEN LONDON W-4 
TELEPHONE) CHISWICK 2235 


YOU MUST GAIN| 
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“Even Tito Cannot 
Wave A Wand...” 


ANGLO-YUGOSLAVY TRADE PACT REVIEWED 


EW bilateral agreements 

during the last five years 

have excited so much 
speculation as the Trade Agree- 
ment with Yugoslavia signed on 
December 21. The spate of 
guesses was due to the unusual 
secrecy which enveloped the con- 
versations from. start to finish. 
There were none of the usual 
“leaks.” Pressmen on both sides 
of the Atlantic were left to draw 
what inferences they could. 

The way in which these nego- 
tiations were carried on empha- 
sises the fact that Yugoslavia 1s 
behind an iron curtain, and 
exporters must not run away with 
the idea that the trade agreement 
between the Yugoslav and British 
Government opens up a vast 
virgin territory for British consu- 
mer goods. Nowadays trade 
agreements are bound up with 
political considerations and this 
Yugoslav agreement is no 
exception. It is obvious that 
when negotiations take a year or 
more, many snags, both political 
and economic, are bound to be 
encountered. One of the leading 
impediments in these negotiations 
was the fact that considerable 


British interests in Yugoslavia 
had suffered loss from recent 
Yugoslav policies. The Govern- 


ment was anxious to protect them 
against the consequences of con- 
fiscation. In this it is believed 
they were successful 


No Market For 


Luxury Imports 

The agreement does not con- 
template the import of luxury 
goods. There is littl or no 
market now in Yugoslavia for 
such products. 

The Agreement is recorded in 
a White Paper, which can be got 
from the Stationery Office. This 
sets out the list of goods Yugo- 
slavia is prepared to buy, as well 
as those she is prepared to sell, 
and contains also a statement of 
the sterling values which are 
expected to flow each way during 
1980. The Government under- 
take “to issue any licences neces- 
sary for the importations into 
United Kingdom of miscellaneous 
goods . . up to a total of 
£1,700,000." On their side the 
Yugoslav Government undertake 
to issue upon application any 
licences necessary for the impor- 
tations of miscellaneous goods 
(with certain exceptions set out 
in the White Paper) up to a total 


| value of £1,100,000 


The responsible body for 


foreign trade in Yugoslavia is 
the Ministry of Foreign Trade, 
but the Ministry has delegated 
its powers to a somewhat compli- 
cated series of state enterprises 
and Government directorates. 
The practical result of this is that 
British firms cannot now deal 
directly with Yugoslav business 
concerns whether wholesale, 
retail or industrial. Ali of these 
have now either been national- 
ised or liquidated. 

But even Tito cannot wave a 
wand and get all he wants. The 
fact is that Yugoslavia is chroni- 
cally short of foreign exchange, 
and so the policy of the Govern- 
ment is to cut down imports of 
all kinds to the extent that only 
items of capital equipment and 
raw materials essential to the ful- 
filment of the 5-year plan of 
industrialisation and electrifica- 
tion are admitted. 


Agreement Must Be 

Consulted 

The agreement contemplates 
the purchase by Yugoslavia of a 
considerable schedule of capital 
goods. It is essential that any 
company interested in exporting 
to Yugoslavia should obtain a 
copy of the agreement from 
H.M.S.O. 

It is essential also, that import 
licences be obtained for all 
imports into Yugoslavia. There 
is no back door! No importer 
in Yugoslavia is authorised to 
sign a contract with a foreign 
exporter until the necessary 
import licence has been granted 
and foreign exchange certified to 
be available. In their own 
interests, therefore, U.K. ex- 
porters should insist on a written 
contract, embodying these guar- 
antees, before any order for any 
type of goods is executed. 

All imports are controlled by 
one or other of the state enter- 
prises or Government Director- 
ates set up by the Tito Govern- 
ment and the only practicable 
method of getting into the market 
is to make preliminary inquiries 
from the appropriate organisa- 
tion. Of these there are 61. 

In the first place inquiries and 
offers should be sent to the 
British Section of the Ministry of 
Foreign Trade (Ministaratvo 
spol jne trgovine FNRJ, Britanski 
odsek, Palata Albanijo, Belgrado) 
and to the Chamber of Commerce 
of Yugoslavia (Trgovinska 
komora FNRJ, Knez Mihailova. 
33, Belgrade). These bodies will 


(Continued on page 226) 
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Rumble - Crowther & Michales Lid. RCN 
incorporated Practhoners in Advertising DATE & COST SCHEDULE “ 
[04 Stredd Loodon wci RL ON FOR PRESS ADVERTISING 
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ARE YOU ON THE RCN MAILING LIST? 


To us at R.C.N., space and time are highly valuable commodities. We plan advertising 
space as if it were a rich gold-bearing area. (And so it is, exploited properly). As for time, 
we work on the principle that other people's time is as precious to them as ours to us. So 
in launching a campaign for ourselves, we produce a space-thrifty, time-thrifty idea. It is a 
series of cards, issued at regular intervals: each one carries a “ Thought on Advertising.*’ 
They take a few seconds to read: longer, of course, to ponder and digest. But your time 
will, we promise, be profitably spent. If you are a Principal or Advertising Manager of a 
Company, may we add your name to our mailing list ? 


RCN RUMBLE - CROWTHER & NICHOLAS LIMITED 
_ RETR 


184 STRAND + LONDON - WC2 + TEMPLE BAR 9271 
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are igs i NEW YORK 


_. One Americon city spends so much it 

& major market in itself for British anlinn 
- Thot city is, of course, New York. A good index 
of its wealth is the way its citizens travel. One 
possport in every four issued in the whole 
United States goes to residents of New York. And 
one air passenger in every 8 in America 
boords a plane in New York. 


and in New York... 


This big city has its own magazine ... CUE, 
read by its own best customers. Eight out of 


ten CUE readers took a vacati st year. Of 
these, more than half staye 1st pe weeks, 


and one in ten stayed.aar tom months. iro: o 
third went outside 
dollo;.<j- 


This is the man 


who subscribes to the Investors’ Chronicle. He is a man 
you meet on important occasions, both in business and 
socially. You recognise in him a man who knows top 
quality when he sees it and is ready to pay for it when he 
finds it 

You can introduce him—and a concentrated market like 
him-—to appropriate advertisers through the Investors’ 
Chronicle. For advertising goods and services of the 
best, the waste circulation is very small indeed. 


G. Bullock, Advertisement Manager, The investors’ Chronicte 
Grecer’s Hall Court. London EC 2) = MONarch 6803 
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| Anglo-Yugoslav Trade Agreemeni—continued 


| forward inquiries to other trade 
concerns likely to be interested. 
Status reports and similar infor- 
mation can be obtainéd from the 
Chamber of Commerce. 

Any would-be exporter must 
study carefully in his own 
interests existing regulations, 
translations of which are avail- 
able at the Commercial Relations 
and Exports Department of the 
| Board of Trade 

As for the appointment of local 
agents or representatives it is 
theoretically possible to appoint 
commercial representatives who, 
whether they be foreign subjects 
or not, must be permanently 
resident in Yugoslavia and whose 
main function is to distribute 
catalogues and samples to the 
appropriate Yugoslav importing 
bodies. They are also supposed 
to be familiar with the quality, 
prices, terms of a sale, method of 
delivery and so on, of goods on 
offer and are, in theory, author- 
ised to conclude trade agree- 
ments on behalf of their princi- 
pals. It is also possible to deal 
with “Commercial Agencies” and 
“Agents”—local enterprises or 
businesses or private persons of 
Yugoslav citizenship (and this 
expressly excludes foreigners) 
who are allowed to carry out in 
their own name and on their own 
account such commercial trans- 


actions as are stipulated in the 
agreement. 

The attitude adopted now by 
the Yugoslay Government is to 
refuse to allow private individuals 
to act as agents or representa- 
tives. It must always be remem- 
bered that Yugoslavia is a totali- 
tarian country and private enter- 
prise is regarded as heretical. 
It may be that the future course 
of hard international political 
and trade facts may lead to some 
modification, but for the moment 
at any rate British firms should 
not even try to appoint private 
individuals to represent them in 
Yugoslavia. 


Government— 
The Only Customer 


It follows that promotional 
activities—advertising, publicity, 
broadcasting, private trade shows 
and the like—are completely out 
of the question. They are not 
permitted and any attempt to 
introduce them would be preju- 
dicia!l to business. While it is not 
intended that trade between the 
two countries shall be complictely 
on a Government to Government 
basis, on the Yugoslav side there 
is now no other possible customer 
than the Yugoslav Government 
or accredited or officially 
appointed agencies. 


MERICA could absorb much 
more British footwear, but 

exports cannot be expected to 
increase very much until the 
present deterrents to trade are 
r 

That is the main conclusion 
| reached by the mission, spon- 
sored by the Leather, Footwear 
and Allied Industries Export Cor- 
poration, which visited the U.S. 
in November last year. 

Adequate supplies of the right 
qualities of both labour and 
leather must be guaranteed before 
a successful drive in America can 
be undertaken. Then, the best 
chances for an early increase in 
sales lie in the men’s footwear 
trade, especially in Grade II foot- 
wear (medium /high price). 

Manufacturers of Grade Il 
goods, say the mission, should 
form themselves into groups to 
sell under a joint scheme. Pro- 
motion of Grades I (highest 
quality) and Ill (lower priced) 
must be left to individual firms. 

The export drive would have 
to be supported by extensive 
promotional schemes and by 
development officers working in 
the U.S. The mission recom- 
mend that only those firms able 
to divert a substantial quantity 
of footwear to the American mar- 
' ket should be regarded as being 


We Could Sell America 


More Footwear 


within the purview of the im- 
mediate development effort. Small 
firms would not, of course, be 
overlooked, and would benefit 
from the promotional campaign 
and other services, At the same 
time, the possibility of the forma- 
tion of a organisation, at group 
or industry level, which would 
both manufacture in Britain and 
sell in America as a single unit, 
should be explored. 

Britain cannot expect to sell 
more women’s fashion shoes to 
America as long as British manu- 
facturers continue to rely con- 
siderably on American inspira- 
tion for their styling, design and 
manufacturing technique. On the 
other hand, a good market exists 
for new designs in casual and 
sports shoes. Greater attention 
will have to be paid to finish and 
eye appeal in al] types. 

The mission also recommend 
that the export corporation 
should open an American office 


and showroom. 
think that the 


And they t 
Government should provide 
manufacturers with an incentive 


to enter the U.S. market 


The Anglo-Portuguese mone- 
tary agreement, which would 
have expired on April 15, has 
been extended for another year. 


eC || Pi a 
; tore quality products of olf kinds. © 
For facts on the New York market ond CUE in. N.Y. Write 
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POWER FARME R 


Britain’s pioneer journal in its field 
will be published under the control 
ol “Farmer 


& Slock-Breeder’ 


— 


Unique technical authority now supported by modern 
format, enlarged content and colour printing 


From July, Power FarMer—Britain’s leading 
authority on mechanical aids to farming—will 
be published by FARMER & STocK-BREEDER. 
Extensive additional resources backed by over 
100 years’ experience will ensure that Power 
FARMER is still better equipped to meet the 
ever-growing demand for accurate and up-to- 
date information. Expanded editorial content 
wilh be supported by new presentation, highly 
attractive appearance, full-colour cover, colour 
sections and high-quality paper. Mr. D. N. 
McHardy n.p.A, AiMech.e. — founder of 
Power FARMER in 1941—remains as Editor, 
bringing readers authoritative, first - hand 
practical and technical knowledge. 


Readership of Power FARMER comprises the | 
most progressive section of the farming com- 
munity and is approximately equally divided 
between home and overseas; it is in fact 
read in almost every country in the world. 
In addition to its normal influential readership, 
the July issue will be despatched to a selected 
list of Farmer & Srock-Breeper overs¢as 
subscribers. Rates and full details will gladly 
be supplied by the Advertisement Manager. 


Economical coverage of the 
most progressive section 
of the home & overseas 
farming communily. 
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Direct Route to an 


Untapped Market 


VERY WEEK £6,000,000 in wages 
£312,000,000 a year—goes into mining 
homes. Expenditure on rent and rates in mining 
villages is exceptionally low. The surplus is 
spendable—and it is spent with care and taste. 
Miners and their families are discriminating 
buyers. They have a lot of leeway to make up in 
personal and household purchases. Their interests 
are many—but whether it’s sports, gardening, the 
home—mining families seek and buy the best. 
They form a closely knit, intensely loyal com- 
munity—and for the first time in mining history 
there is a medium reaching into their homes and 
hearts. COAL, rotogravure printed, modern illus- 
trated monthly, now goes on from its third successful 
year to develop and expand its most popular 
features. New page size (12} in. by 9} in.); pages in- 
creased to 40 ; price reduced to 4d. Monochrome 
and colour illustrations by specially commissioned, 
first-class artists. Features on sport (including 
racing), on books, on gardening. A double-page 
feature for housewives. A competition for the 
mining industry's bonniest babies. Fiction. A 
special series by famed miner-author Sid Chaplin. 
Cover-to-cover reading for the country’s most 
important industrial community. 

120,000 COPIES A MONTH 
Specimen copy, rates and details of available 
display spaces from 

S. D. Wilson, Business Manager, 

COAL. Hobart House, London, 

S.W.1. (Victoria 6644, Ext. 230.) 
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tisements of British products 

in India to be aimed more 
at the manual! workers and less at 
the middle classes, believes Mr. 
R. K. Karanjia, editor of Blitz 
and the Atom, Bombay weekly 
news magazines “Organised 
labour is on the up-and-up,” he 
told ADVERTISER'S WEEKLY last 
week. “The unions have been able 
to win great benefits for their 
members in recent years. Conse- 
quently, the masses have more 
money to spend than they have 
ever had—unlike the unfortunate 
(because unorganised) middic 
classes, whose pay remains more 
or less what it has always been.” 

Instancing a messenger-cum-odd 
job man whose pay was now 
Rs. 150 a month, against Rs. 50 
before the war, Mr. Karanijia said 
India’s workers were keen to con- 
vert their newly-won affluence 
into a higher standard of living, 
but jacked experience in spending 
on anything but bare essentials. 
Here lay the opportunity of 
British manufacturers. 

The workers should be edu- 
cated into demanding British con- 
sumer goods. This end could be 
achieved by giving advertisements 
in the Indian Press a simpler, 
more down-to-earth appeal. Such 
advertisements would reach an 
ever-growing public, for literacy 
was spreading rapidly as a result 
of the “phenomenal” demand for 
adult education. 

Possibly the most fruitful field 
was patent medicine, Mr. Karanjia 
went on There was a great 
shortage of doctors, nurses and 
hospitals in India, so that the 
mass of the people were easy 
victims of the witch doctor and 
the quack, with their nostrums 
and panaceas which were exten- 
sively advertised in the vernacular 


si HE time has come for adver- 


May 4, 1950 


Our Ads. In India Should 
Appeal To Masses 


A Bombay Editor Gives His Views 


Press all over the country. 

British patent medicine manu- 
facturers, said Mr. Karanjia, 
should follow the Aspro lead and 
go all out for sales in the villages 
as well as the cities with hard- 


R. K. Karanjia 


hitting advertisements in vernacu- 
lar newspapers. The quality of 
their products would do the rest. 

Mr. Karanjia is optimistic 
about the prospects for British 
trade with India. Faith in British 
integrity and fair dealing has 
never been greater than it is 
to-day, he says, and the high 
quality of British goods has 
always been admitted, even at the 
height of the “Quit India” cam- 
paign. 

Once the differences between 
India and Pakistan are ironed 
out, the money which has been 
locked up in defence budgets will 
start to flow, and Mr. Karanjia 
believes there is every reason why 
@ large proportion of it should 
flow into British channels— 
especially if a real effort is made 
to sell to India’s new market— 
the masses. 


Fashion Fortnight 
Publicity Extended 


Publicity for this year's 
Fashion Fortnight (May 30-June 
12) has been extended beyond 
the few hundred buyers who are 
directly concerned, to reach a 
greater proportion of those who 
may indirectly be interested. As 
a result positive acceptances are 
already nearly three times the 
total attending last year's 
function, 

Since February two letters 
have been mailed personally to 
prospects in 68 countries. The 
first comprised an invitation card 
and the second a folder of infor- 


mation, with some details of 


travel facilities. More than 
40,000 poster stamps for use by 
British firms on their corre- 
spondence have been distributed, 

Announcements of the Fort- 
night have been made in many 
items of the worid campaign pro- 
moting the British Industries 
Fair, including 500,000 booklets 
in twelve languages distributed 
to buyers. B.1L.F. advertisements 
in the United States have also 
carried references. 

Publicity overseas is directed 
not only to trade buyers but to 
their customers, the general 
public. A steady flow of editorial 
material for both trade and con- 
sumer Press overseas is being 
maintained through the Central 
Office of Information. 
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MERSEYSIDE 


with a population of over 2 millions 


is DAVID ALLEN country 


Liverpool (802,000)—the hub of Merseyside, Birkenhead (141,460), Warrington (112,010), Wallasey 
(100,750), Wigan (92,780), Southport (85,540) — Six important centres forming the backbone of the 


David Allen service in the North West —a poster service extending to over 120 other towns and 


districts in this densely populated area. 


Strategically placed and with a maintenance service second to none, David Allen sites ensure 


complete coverage and first-class presentation for your sales message in these thriving markets. 


All enquiries to Head Office: 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.| Telephone: Sloane 0711 Telegrams: Advancement, Sowest, London 


AREA OFFICE: 
19 Islington, Liverpool, 3 Telephone: North 2458 Telegrams: Dallen, Liverpool 
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Staff Security for SMALLER FIRMS 


U) ase the “ Imperial Life” 


scheme firms employing 50 or 


ess can offer the same security to their employees as larger 


whilst obtaming for 
from taxation 


themselves the 


maximum rele! 


Attract and KEEP the right men and women with a properly 
balanced Pension Scheme with Life Assurance Protection. It 


means security tor your 
contented staf! is a loyal one. 
Write for tull details of the 


Assurame Scheme to 


staff 


and their familics—and a 


“ Imperial Life” Pension Trust 


IMPERIAL LIFE assce.co.or CANADA 


28 ST 


General Manager 


JAMES'S SQUARE 
W. O. Crowe 


amernt a4 @ Limited Liability Compacy 
LONDON FF 


Telephone. Wiiltehall 9631. 


Ca ew 


eucntials to 
are (1) Rapid reliadie 
features of business © 1 
built of customer supp 
below—Terminus 2641-—w 
attention 


find the Sire 


serns 
Many come basic data 


Simply supply the 
from idea to finished 


“ALL-IN” SERVICE 
. nd comprehess 
then the Como 


plate ready for ¥ 


mt 
ultiith aod Rotapri' 
nsistent high quality a 
Strand Lithographic 
aviied to contact 


here you will rece 


ive service invaluable. 
any handies © 
yur machine 


HE STRAND LITHOGRAPHIC CO. LTD 


ISf FARRINGDON RD. LONDON/E.C.1. Telephone Terminus 2691 (4 lines) 


The Evening 
BATH & WILTS 


CHRONICLE 
& HERALD 


with its three 
associated Weeklies 
cover the 


*INCREASING 


markets of 
SOMERSET 
& WILTS 


Wessex Associated News 
Ltd. Bath 
LONDON 
Mr. S. H. Roberts, CEN. 2767 
7 
@ Recent Survey of Eight South-Western 


Counties shows largest percertoge population 
increases in Somerset and W)!ts 


Rathbone /24! 


NOTIZIE 


(NEWS) 
OPSA DATA 


New commercial weekly for 
Syria-Lebanon. 


“ASSOUAK EL TIJARIAT” is 
published in Arabic in Beirut 
and deals exclusively with 
commercial, industrial and 
economic matters. It has been 
well received and serves a 
useful purpose. Rates and 
particulars on request. 


Trade Opportunity. 

We can recommend a 
competent and experienced 
importing agent in Iraq. We 
shall be glad to give further 
information to manufacturers 
interested 

1 Perticulars on Middle East Press from 

GEOAGE YOUNG 

JVERSEAS PUBLICITY & SERVICE AGENCY ["° 
10 Fleet St. London EC4 Cen 549467870 


91 


230 


EXPORT MARKETING 


May 4, 1950 


Round The World Quickly 


Topical Notes About Overseas Markets 


EVALUATION has opened 

up new opportunities in 
Hispariola, West Indian island 
shared by the Dominican Repub- 
lic and Haiti. Main competition 
in both countries comes from 
U.S.A. The Dominican Republic 
needs about £2 million worth of 
cotton goods annually, plus 
machinery, cars commercial 
vehicles, pharmaceuticals, etc 
Our exports to Haiti in 1949 
earned £306,121 Among the 
main requirements are cottons, 
food and drink, machinery, 
vehicles, soaps and toilet goods. 
cement, metals and manufactures, 
and glassware 

* * 

WEDEN has freed from con- 
trol 70 per cent of her im- 
ports from Britain under the 
Marshall plan _ liberalisation 
scheme. Nearly all raw materials 
are on the free list, exceptions 
being coke, cotton and hides, im- 


ports of which are state-subsi- 
dised. Among finished goods 
which are still controlled are 
rayon tissues. knitwear, most 


metal goods, ships, cars and tyres. 
+ * 


NDONESIA’S imports from 

the U.K. during 1950 will 
continue to be limited owing to 
the former's balance of payments 
difficulties, but quotas will be 
made available for U.K. exports 
up to a total value of over £7 


million. The principal items are 
machinery and electrical equip- 
ment, motor cars textiles, 


chemicals and pharmaceuticals 
»* >. * 


ETWEEN £A 40 million and 
£A $0 million will be spent 
during the next six years in 
Latrobe Valley, a brown coal- 
bearing area in Eastern Victoria, 
Australia, says the State Premier 
Mr. Hollway. He forecasts that 
the valley will become “the Ruhr 
of Australia.” The ponulation ts 
increasing rapidly, and the Vic- 
torian Government is greatly ex- 
panding open-cast mining 
* . . 
S a result of the devaluation 
of sterling, prospects for 
sterling area exports to the Swiss 


market have improved, say the 
Treasury. Switzerland will con 
tinue to adm freely all types 
of sterling area goods, the mone- 
tary agreement between _ that 
country and the sterling area 
having been extended for 12 
months 
* * 
SPECIAL 364-page issue of 
Machinery Lloevd has been 


produced in connection with the 
Canadian International Trade 
Fair in Toronto Among the 
contents comprehensive 
review of the British engineering 
industry (including a buyers’ 
guide), and an article, “Canada 

Your Market,” by Mr. Arthur E 
Bryan, commercial counsellor for 


are 4 


Canada in London. The issue is 
an admirable reference book for 
Canadian buyers. 


* * * 
HE problems and opportuni- 
ties of British advertisers 


seeking their most profitable mar- 
kets in U.S.A. are brought to light 
in a collection of verbatim re- 
ports, by Newsweek magazine, of 
interviews with leading American 
retailers. Trades covered com- 
prise fabrics, liquor, men’s cloth- 
ing and shoes, silverware, sport- 
ing goods and the retail field 
generally. Copies are obtainable 
from Mr. P. Cockburn-Thorpe, 
Joshua B. Powers Ltd., 14 Cock- 
spur Street, S.W.1. 
* * * 
ROSPECTS for British foot- 


wear sales to British West 
Africa have grown considerably 


since 1939, says the Leather, 
Footwear and Allied Industries 
Export Corporation. Business 


houses have the choice of trading 
either with one of the large firms 

mostly British—who draw their 
requirements of consumer goods 
from head office in London, or 
with the growing band of Syrian 
agents and smaller importers 
(subject to satisfactory arrange- 
ments for payment). Mail order 
business is 


coming back into 
favour, and in some colonies 
C.O.D. facilities are available. 


Packing of goods must be robust. 
* * * 
REVIEW of commercial 
conditions in the Belgian 
Congo is the latest volume in the 
series issued by the Commercial 
Relations and Exports Depart- 
ment of the Board of Trade. It 
is published by H.M. Stationery 
Office at Is 


Holland 


Newspaper’s Useful 
Readership Analysis 


Market research departments 
interested in the Netherlands 
market will find valuable infor- 
mation in a readership booklet 
which has been issued by De 
Volkskrant, the Roman Catholic 
daily published in Amsterdam 
With a circulation of over 
160,000, De WVolkskrant is the 
leading morning newspaper, and 


is distributed over almost the 
whole country. The bulk of its 
circulation is by subscription 
Editor-in-chief is Joop Liicker. 


formerly a Daily Telegraph man 

In the booklet, readership is 
analysed by religion, age groups 
occupation and financial status. 
Additional information is avail- 
able on request 

De Volkskrant is represented 
in U.K. by Will Kitchen Jr., 131 
Fleet Street, E.C.4 
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One of the successful overseas promotions launched by 


BRITISH VOGUE EXPORT BOOK 


at the New York Shops Inc., Lima, Pert 


tee Bok Sheps Ine 


w reabet ype 97 Vebofome 34051 


Prove 


January 16th,1950 


Miss Rosemary Cooper 
Editor 

British Vogue Export Book 

37 Golden Square 

London 


Dear Miss Cooper: 


I am sure you must have heard by now how very successful 
the Trade Show turned out to be, We had it as scheduled on the ninth of 
this month one week ago today and attendance was capacity slirhtly over 
850 persons, Ve turned away hundreds more, There was curiosity and doubt 
as to what Loniion could produce in the High Fashion field and judging by 
this weeks sales to date the public is well convinced that London éan 
produce mny things on a par with Frence, I am so pleased and happy as is 
the manager of the shop and as are all of our salespeople, All the hard 
work and hours of uncertainty are almost forrottone . « « 


Thank you for your kind help-=---I am very rrateful to all 
of yous 


A window display of some of the 
British Merchandise bought by the 


New York Shops Inc.. Lima, Perit 


Let British Vogue Export Book be your shop window overseas 


ONE OF THE CONDE NAST PUBLICATIONS 37 GOLDEN SQUARE LONDON W.1 
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ABC n 
£168 a page 
Great West Road, Brentford, Middlesex 


AVERAGE DAILY NET SALES 
OCT. NOV. DEC. 1949 


42,540 


vish Jews 
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ADVERTISER'S WEEKLY 


ot sales 292,227 copi 


STITCHCRAF 


is more than 
—if's kept 


and studied 


a mont 
Advertisement Ma 


Only Daily Newspaper in 
Northern Ireland guaranteeing 
COVERAGE 


EXCLUSIVE 


CERTIFIED 


BELFAST 


London Office : 
177-8 Fleet Street 


E.C.4 


Phone CENtral 8497 


I'ype area page 8} ins. x 6 ins 
ier S. H. BOWDEN, Stitchcraft Ltd., 
lelephone EAL ing 6283 
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P.P.A. Show For Canadian Fair 


No fewer than 96 British trade 
technical and specialised journals 
will be exhibited by the Periodical 
Proprietors Association's Council 
of the Trade and Technical Press 
at Canada’s third International 
Trade Fair, to be held in Toronto. 
May 29- June 9 

Reason for this decision, states 
the P.P.A., is that in many cases 
this section of the Press provides 
the first introduction to Canadian 
and American businessmen of 
what products Britain has to offer 

Advertising and marketing are 
among the subjects which these 
journals will cover Others in- 
clude aircraft, architecture, build 
ing and timber, chemistry, elec- 
trical products, fashions and 
footwear glass engineering. 
machinery and mechanics, indus 
try and commerce, laundry plant, 


123 Ad. Companies 
Formed In 1949 


During 1949, 123 
companies (total capita 
were formed 
1948 

Fifty newspaper 
(total capital £97,500) 
augurated —-seven 
previous year 


advertising 
£203,149) 
four less than in 


companies 
were in 
ess than in the 


There were 131 new publishers 
(total capital £269,105) as com- 
pared with 141 in 1948 

These figures were compiled by 
Jordan & Sons Ltd. Company 
Registration Agents, 116 Chan- 
cery Lane, W.C.2 


B.D.A.W ants Contest 
In Two Sections 


A resolution suggesting that 
next time the Council of Indus 
trial Design organised a window 
dressing competition jit should be 
arranged in two sections, was 
passed at a recent meeting of the 
British Display Association 

There should be one section for 
fashion and every-day merchan 
dise, and another for the exhibi 
tion type of display 
industrial 
agencies 


suitable for 
appliances and travel 
says the B.D.A 


Discussing the recent Regent 
Street window display competi 
tion, Mr. Roger Pryer, chairman 


queried whether the displays sub 
mitted (by students) were econ 
omic, and whether the standard 
of technique could be maintained 
week in and week out 


AGENCY DIAGRAM 
Mr I 


director 


Coulson, managing 
Advertising Ltd 
Leicester, has produced a dia 
gram showing the layout of his 


Gee 


igency and the individuals 
responsible for the various 
departments The diagram has 


been printed on card. and sent to 
chents and to advertisement staffs 
vf mewspapers and periodicals 
with the object of letting clients 
know wh is responsible for 
which function, and to give them 
i clearer picture of the scope of 
he organisation 


metals and mining, plastics and 
pottery, wireless and television, 
textiles, transport and shipping, 
and miscellaneous subjects such 
as confectionery, photography, 
nursing, watchmaking, jewellery 
and silverware, and furniture 
This year’s fair will 
record participation by 
manutfaeturers 


show a 
British 


Foreign Ads. In 

New York Press 

The New York Times carried 
more foreign advertising in 1949 
than any other principal 
Paper im that city 
figures supplied by 
Powers Ltd 

Linage is computed as 


news 
according to 
Joshua B 


Times 324,585 
Herald Tribune 235.679 
Sun 47.697 
Journal-American 25.693 
World-Telegram 25.619 
News 23.356 
Post 10.036 
Mirror R.RYI 


‘Desi In Britain’ 
esigners in Britain 

“Designers in Britain,” a third 
review of the work of British 
designers, will be published in 
May next year to coincide with 
the Festival of Britain 

Commercial and industrial 
designers, advertisers, manufac 
turers and publishers are being 
invited to submit work for the 26 
sections, which include exhibition 
and display exhibition murals 
illustration and cartoons, maga 
zine design, packaging, posters 
Press advertising, trade marks and 
symbols, and typography and 
type faces 

The selection committees com- 
prise Messrs. Leonard Beaumont 
F. H. K. Henrion, Lynton Lamb 
(commercial design); and Milner 
Gray Alec Hunter k dD 
Russell (industria! design) 

Editor is Mr. Peter Ray, of 
the Society of Industrial Artists 


Printers’ Problems 

Labour shortage and the need 
for new machinery were among 
the printers’ difficulties in the way 
of increasing dollar exports, that 
were discussed at a meeting be 


tween representatives of the 
British Federation of Master 
Printers, the Publishers’ Associa- 
tion, and the Dollar Exports 
Board 


Mr George H. Grimaldi 
organiser of the British Food Fair 
(Olympia, August 29 - September 
9) has computed that 35 of the 
exhibitors at the Fair spent 
£1,169,310 in Press advertising in 
1949 


The current “Brumas and Ivy 
Poster” for National Savings, was 
produced and designed in the 
National Savings Committee 
studios in 14 days by three colour 
silk-screen process, in co-opera 
tion with Priestley’s of Gloucester 
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Layton type charts ensure — feselees, and he jasa 


‘ not exactly know why. 
accurate casting-off ..... | 72,si}.srpsareneg the 


> <0 still at fullest 
If copy writers and visualisers have the benefit of the appro- height, and alth 


priate Layton type chart at their right hand the possibility of in the tilled ac 
author's corrections, caused by copy area and copy being at green had given 
variance, is almost entirely eliminated. to gold, though 
How easy it is. The number of letters to the line... . the rowans were redd 
7F ; or and the woods we 
number of lines in the copy block .. . . the answer is infallible. Charts 
‘ dashed here and 
available include Plantin, Times and Baskerville, each in 8, 10 and 
. with a tawny fie 
12 point set solid and leaded 1, 2, and 3 points. Copies can be ob- 
tained by writing to the General Manager, C. & E. LAYTON LTD 


focurate casting-off necessitates letter counting, 

and multiplication by the appropriate number of 

TIMES 327 “a or Tag lines. And don't forget to add “ overs” and 
et, ates . ubtraction of short lines! 

Lines pe 


uc a 


This is a specimen page from one of the 
Layton type charts, the charts are a useful 
desk size (7) x 10°) 

They provide a simple, quick means of letter 
counting to any measure, and lines per inch 
are indicated for cach type and size 


———i‘ WSC 


LAYTON service... 


Standard House, Farringdon St., London, E.C4 
Telephone’ CE Neral 2020 

BIRMINGHAM 

65 Livery Street, Birmingham, 3 Telephone 
CENtral 7971 

BRISTOL 


669 671 Fishponds Road, Bristol Telephone 
FISHPONDS $5373 4 
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ELECTION of W. T. Curtis- 
Willson as president of the 
Newspaper 
triumph in a career that ts 


Mainly 


ADVERTISER'S WEEKLY 


Society is 


Personal— 


By CONTACT 


a 


one long triumph over adversity 


h 


lind as 


he fact that 


the 


Curtis-Willson 
delayed result 


is 
of 


shrapnel wounds received during 


the 1914-18 war--has not pre 
vented him from playing a 
vigorous part in the Society's 


sctivilies Over 


t number of years 


Both on its deferment committec 


ind 


the newsprint 


has done excellent work 


tor 
first 
Federation of 
lishers, he 
work 
During the 


Chairman and managing direc 
and 
Internationa! 
Pub 
good 
profession 
commanded 


Brighton Herald 
vice-president, 


Ltd. 


Newspaper 
also done 
his 
war he 


has 
outside 


committee he 


the Brighton Wing A.T.C., and in 
1948 led a tour of A.T foot 
ballers in Holland Sport has 


slways claimed his special interest 


racing, athletics or boxing 


‘ 


whether cricket 


friend 


footbail 
With 
it his clbow, he can fol 


low a match almost as well as any 
sighted spectator 


St 


Curtis-Willson 
Dunstan's 


i chairman 


of 


Entertainment 


Committee 
Brighton West 
Legion 
M.B.E. for services to the Empire 
Marketing Board, 


Branch, 


~x~ * * 


F. W. LEE, who 


takes 


and president 


British 


In 1933 he received the 


over as 


Eastbourne’s director of publicity 


when 


years 


past 
year 


tor 
bee 


John 


with 


Blac kpool 5 
publicity de 
partment, the 


four 
5s as 


deputy direc 
He has 


n wn 


charge of the 
department's 


annual ex 


Lk. W. Lee penditure of 
£37,000, of 
which some £15,000 


goes on 


’ress and poster campaigns, and 


Press and 
many 


has acted as 
officer at 
Blagk pool 

During the war 


0 vA JE « By 


Va 
St Laws “eve 


. Te WEST, PLRET STREET. 


Reproductions entrusted 
to CHARLES and READ 
are completed in their 
entirety in self-contained 
works here in Chancery 
Not remotely con- 


but 


Lane 


trolled, probably a 


penny” bus ride from 


where Personal 


you sit 
operation follows 
easily Here vou can see 


offset 
duced to perfection. 


photo - lithe - pro- 


CHARLES AND READ LTD 


f7 ‘a Aaowe 'y 


TELEPHONE 


A COMPLETE 12 $f 


t 


Lan. BE? 


ILDORN 2H82 


N THE VERY HEART OF NOON 


liaison 


conferences al 


he served in 


H.ML.S. Hood. leaving her to take 
a commission in the R.N.V.R 
during the week she was sunk 
by the Bismark. Later he saw 
action in the Dieppe raid and 
commanded a ship in Normandy 
landing on D-day 

Lee js 33. At 19 he edited and 
produced Blackpool N.A.L.G.O.'s 
first monthly magazine, and is 
now chairman of the branch's 
thousand members. He took his 
D.A.A. in 1939 


~ * * 


ALTHOUGH journalism and 
advertising knew the late Dr 
A. J. Bull mainly through his fin 
work as principal for many years 
of the School of Photo-engraving 
and Lithography, that did not by 
any means represent the limits of 
the interests of this many-sided 
man. He was an expert also in 
education and geology. The Insti 
tute of Physics, the Royal Photo- 


graphic Society. the Geological 
Society, the Geologists’ Associa 
tion, the Weald Research Com 
mittee, and the Mineralogical 
Society were among the learned 


bodies that conferred distinction 
on him (and rsa!) and in 
most of which he held high office 

He did pioneer work im colour 
photography enjoyed inter- 
national reputation as an expert 
in currency and security printing, 
deve'oped an important theory in 


vice Ve 


the “origin of mountain build 
ing.” and did much important 
research work in the Swiss Alps 


A colleague tells me that when 
he was engaged in geological in- 
vestigation in his beloved Weald 

which he knew like the back of 
his hand—he would walk off their 
fect men twenty years his junior! 


a = 


OLIVER LYTTELTON was in 
good form when he opened the 
Tailor and Cutter exhibition of 
the work of tailors and appren 
tices last week, promising to do 
what he could for the bespoke 
trade, even if it meant criticising 
the Government! Held after a 


lapse of ten years, this was the 
Tailor and Cutters 47th competi 
tion, and a huge success. So also 
was the superb champagne buffet 
on prize-giving day' 

Cecil Turner. of 
Turner, near 
Tailor and ( has drawn my 
attention to my slip in giving the 
address as Jermyn Street. It is. 
of course, Gerrard Street. “How 
Gerrard Street is changing!” he 
writes It 
outpost of with its 
printers, publishers, 
and advertising agents.” 


i 


A RECENT arrival to that out- 
post is Zanton Studios, now com- 
fortably settled in Gerrard Street 


Auger & 
of the 


neighbours 


utter 


is becoming a small 


Fleet Street 


enerave©rs 


after its move from Fetter Lane 
Zanton’s genial manager, Reg. St 
Clair, began his career in stage 
ind films before he was 15 
making his first appearance in 
Where the Rainbow Ends” at 
the Holborn Empire. Offered by 
t film scout the jockey's part in 
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“The Reckless Gamble,” he prac- 
tised on ponies and carthorses, 
and managed to stay in the saddle 
long enough 
for the shots 
to be taken 
He = gradu- 
ated into ad- 
Vértising 
photography 
Via appear 
ances in 
short adver- 
tusing films 
and work as 
an Operator 
in Various 
photographic 
studios. 

With his 
colleague 
Richard Boorer, who takes care 
of the sales side of the business, 
Reg. plans to extend Zanton 
accounts for both advertising and 


Reg Si 


Clair 


the entertainments industry. Their 
new premises are well sited for 
theatreland and the leading 


fashion houses. Reg’s work with 
its cryptic credit, “By St. Clair . 
Zanton,” is frequently seen in the 
high-class “glossies.” 

Married, 37, Reg lives by the 
river at Staines. His hobbies in 
clude philately, Chinese food 
collecting historic books and 
MSS. and theatre-going. 


+. TF. 2 


CONGRATULATIONS to Dob- 
son Broadhead on having been 
made an R.I.—which is as high 
as you Can get in the watercolour 
field In view of the much- 
appreciated humorous drawings 
that he has contributed to 
ADVERTISER'S Weexty Christmas 
Numbers, it is good to know that 
the Royal Institute of Painters in 
Watercolours have also recog- 
nised his merits! The Royal 
Academy has “hung” him four 
times in the last three years 

This distinction will not do any 
harm to Broadhead’s Fleet Street 
studios, whose staff of artists 
handle all kinds of art work. 
from advertising and commercial 
to mural paintings. 


o S..2 


LAST week I inadvertently 
described Bertram G. Duffield as 
hon. secretary, Regent Advertis- 
ing Club. The Club’s hon. secre- 
tary is, of course, Kenneth 
Pounds. 


WEEKS WISECRACK 


“National Film 
Corporation? 


Finance 
I wonder 
if you could lend me one- 
and-ninepence to go to 
the pictures to-night?” 
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Survey Shows Why People Don’t 
Like Being Photographed 


The result of a pilot survey of 
the reasons why people are not 
photographed — professionally 
more often, were given to the 
Annual Congress of the Institute 
of British Photographers at Har- 
rogate last week by Mr. E. Searle 
Austin, director of W H 
Gollings and Associates Ltd 

The questionnaire asked a 
sample of people how many times 
they had been photographed. 
when they had been photo- 
graphed, why they had not been 
photographed more often, and 
whether they would like a new 
photograph of any member of 
their family. The replies showed 
that of the people questioned 

16 per cent had been photo 
graphed only once in their lives. 


32 per cent had been photo- 
graphed twice 

16 per cent had been photo 
graphed three times 

8 per cent had been photo- 
graphed six times, and 

16 per cent had been photo 


graphed more than six times 

Other figures showed that only 
16 per cent of people questioned 
had been photographed since the 
beginning of 1949, and 12 per 
cent had not been photographed 
for more than twenty years 


Objections to being photo 
graphed more often were in 
order 


High cost 24 per cent 
Dislike of the process of being 
photographed 23 per cent, 


More Store Ads. ke 
Sewing Week 


Advertising by stores in sup- 
port of the National Sewing Weck 
sponsored last February by the 
National Needle Arts Bureau, 
was higher than in cither of the 
two previous years. It totalled 
an approximate value of £6,730 
£2,300 more than in 1949 

The proportion of stores ar 
ranging point-of-sale displays 
rose from 64°3 per cent in 1949 
to 77:1 per cent this year. On 
the other hand, entries for the 
window display competition this 
year were only 453, as compared 
with 496 in 1949 

The Bureau distributed 25,000 
sets of “Sew, Save and be Smart” 
banners and showcards and 960 
Press advertising matrices 

Proportion of stores reporting 
more sales in one or more of their 
fabrics, patterns, or haberdashery 
sections rose from 78:2 per cent 
in 1949 to 86:1 per cent in 1950 


Publishers For 

Schoolgirls’ Exhibition 

The Publishers Association will 
take a stand comprising a com- 
posite display of girls’ books at 
this year’s Schoolgirls’ Exhibition 
at the New Horticultural Hall 
trom May 24 to June 3 

In addition Hutchinson, Evans 
Bros., Frederick Warne and Pen 
guin Books will have stands 


Not satisfied with the portrait 
of themselves 34 per cent, 

No desire for a photograph 19 
per cent 

In the second part of his talk, 
which was entitled “How to use 


jiu-jitsu methods to develop a 
portrait business,” Mr Austin 
suggested that photographers 
ought not to regard amateur 
snapshotting as inimical to the 
profession They ought to turn 
the snapshotter’s imterest in 


photography to their own advan 
tage The speaker suggesied a 
window display of a series of 
photographs showing the stages 
in the production of a perfect 
portrait by knowledgeable use of 
lighting which was quite beyond 


the average amateur He sug 
gested a series of captions 
gradually developing the sales 


story 


Difference Between 
Agent and P.R.O. 


There is a sharp difference in 
the work of an advertising agent 
and that of a public relations 
officer, said Professor Hans Her 
mans, professor of journalism at 
Nijmegen University, and presi 
dent of the Netherlands Public 
Relations Society, when he ad 
dressed the British Institute of 
Public Relations last week 

The advertising agent stands at 
the end of the assembly line, said 


Professor Hermans. The P.R.O 
stands at the beginning of the 
line, and takes into his view the 


whole production task, from raw 
material to the point where the 
advertising agent writes the last 
chapter 

Professor Hermans traced the 
history of the Netherlands Public 
Relations Society, and of the first 


steps taken to form an inter 
national public relations organ 
satan 


Whitbread Journal 
Quarterly Again 
The spring issue of The House 
of Whitbread is in improved form 

Increased paper supplies have 
enabled this publication to be 
come a quarterly again There 
have also been make-up changes 
with larger blocks and “bleeds.” 

The typography has an inter 
esting link with the history of the 
brewery Headings are set in 
Caslon Old Face. William Caslon 
had his foundry near the brewery 
in Chiswel] Street and there were 


family links between the two con 
cerns 

The magazine includes an 
urticle “Operation Beer” by 
Rupert Downing. of Voice & 
Vision 

the Rite Record ceases pub 
lication after the May issue, and 
will be merged in the Nuffield 
Organisation monthly. Motoring 
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oa 
| a 
| 
The other fellow’s 
course may not 
but e © © OVER 400 shrewd 
’ and experienced advertisers use The 
SPHERE, They are impressed by y 
. the stability of this great illustrated 
* newspaper and they know it brings ‘ 
results in sales. 
~ Now, with paper rationing at an 
F end, they can have half-pages and 
‘ full pages at reasonable cost. Indeed, 
many of our advertisers are surprised 
to discover this new facility. ‘ 
Superbly printed, The SPHERE 
arranges, advertisements with the “) 
care they deserve, and our adver- 
: tisers who give preference to high ie 
: attention value are impressed by the 
ad way they are seen in The SPHERE. =~ 
We suggest that you use ‘ 
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Te" SE. SPENT We. 2 
| RANA J. DUNN, Advertisement Manager, 
Commonwealth House, New Orford Street, London, W.Cu / 
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INTERNATIONAL PRINTING 


No. 2 


The main part of this issue is devoted to a survey of the 
present and future trends of colour photography as applied 
to printing. The subject is examined from the technical as 


well as aesthetic viewpoint 

Printing for Export ; Rt. Hon, Harold Wilson, President 
of the Board of Trade 

Colour Photography as Applied to Printing 
Advertising ; Sit William Crawford 

Alex Kroll 

Publishing - P. V. Daley 

Reproduction » H, J, Jarrold 

Camera: A. L. Cook 

Degrees of Fidelity > K. N. Morley 


New Light Sources for Studio and Process Work - W. t 
Griffiths 


Fashion 


Agfacolor in the Technique of Printing : Dr. H. Berger 
Colour Correction and the Black Printer : 3. A. C. Yule 
Modern European Book Design 

4s | See Things >: D. H. Baskerville 


Subscription 20s. per annum. Single copies 5s. (postage 6d.) 
B.LF. Stand No. M26 


International Printing, Cowgate, Norwich 
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Brings green fields gay’ 


i) warni of uncertain 
1 promise of summer 
them the jeys of 


for motorists whe 


Rely on 


lhe World's 


Waster Ivre 


DUNLOP 


In Hollan 


the 160.000 homes reading 
De Volkskrant have 532.600 
children compared with a 
national average of 367.200. 


Here larger families indicate 
higher living standards and 
greater purchasing power. Tap 
this spending power through 


de Volkskrant 


(The People’s Journal) 


N.Z. Voorburgwal 345, Amsterdam-( 
Tel. 64633 - 40739 - 4275 


Cables: Volkskrant Amsterdas 


An independent readership survey can be 


obtained free on request trom 
Will Kitchen, Jr, 131 Fleet Screet, London, 
EC 4. Teleph. CENTRAL 1960, 3145, 3754 
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CURRENT ADVERTISING 


W.S. Crawford To Launch New Gillette 
Razor: Dorland Get Motor Show Account 


ACCOUNTS MOVING 


To Dorland Advertising Ltd.: 
The Motor Show (October 18-28), 
organised by the Society of Motor 
Manufacturers and Traders 

ents to handle advertising for 

International Commercial 
Motor Transport Exhibition 
(September 22-30) have yet to be 
appointed 

lo Legget Nicholson & Part- 
mers Ltd.: Thomas Parsons & 
Sons Ltd., paint manufacturers 
Campaign continues in trade 
Press 


NEW ACCOUNTS 


I w. S. 
Gillette 32 razor 
launched with large 
nationals (starting May 
ads. in 
journals 

To Howards Publicity Ltd., 
Manchester B Mathers 
(“Beauty - in he - Bathroom 
Suites”) Autax (Manchester's 
Radio Taxis), Fingland’s Airways 
Ltd., Fingland’s Hire Car Service, 
Fingland’s Coach Tours 

lo Gee Advertising Ltd.: 
G.O.W. Personal Service Bureau; 
and Zenobia Ltd 

To Nelson Advertising Service 
Ltd.: Barclay & Son, Ltd., whole 
sale chemist distributors. Cam- 
paign at present confined to 
trade Press Nelson's will also 
act as consultants for merchandi 
sing and packaging 

To Holliday & Fdwards, Man- 
Soreen Milk Whipping 
Compound, first retail venture of 
John R. Sorensen & Co., Ltd 
which was launched at the Belle 
Vue (Manchester) Grocers’ Exhi 
bition 


Ltd.: 
which will be 
spaces in 

19), and 
a large selection of trade 


Crawford 


chester 


NEW CAMPAIGNS 


For Tide 
Press ads. in the 
beginning with an Evening News 
half page last Tuesday Agents 
Young & Rubicam Ltd. 

For Ceckay shoes, in women's 
magazines, Daily Mirror, and 
trade Press Agents ss a 
Crawford Ltd. 

For Carburol 
up with the 
petrol, and offering 
let on ar enance in 
nationals and motoring Press 

ents: Robert Freeman Co. Ltd. 

For Tattoo lipstick to 
ince a price reduction from 
June 1, in selected national 
dailies. Sundays and women's 
magazines. Agents: S. T. Gar- 
land Advertising Service Ltd. 

For Damaskin leg make-up 
which is being introduced in a 
new tube. in selected national 
dailies, Sundays, women’s jour- 
nals and general interest maga- 


Hedley detergent, 
London area 


lubricant, tying 
increased price of 
new book 


main 


anor 


zines; new display material has 
been produced. Agents: Napper, 
Stinton & Woolley Ltd. 

For Bayer aspirins, in selected 
womens journals, starting this 
month This product has not 
been advertised to the consumer 
for several years. Agents: John 
Haddon & Co. Ltd. 

For Kit-E-Kat cat food manu 
factured by Chappie Ltd. in 
nationals This product was 
introduced in London evenings 
and Birmingham papers last 

Agents: Masius & Fergus- 
son Ltd. 

For swim suits made by Lastex 
Yarn & Lactron Thread Ltd... a 
subsidiary of Dunlop Rubber Co 
in national ind Sundays, 
ind women’s 


C. F. Higham 


dailies 
and general interest 
azines. Agents 


For Smiths Empire Watch in 
Sunday papers and provincial 
dailies. Agents: Scientific Pub- 
licity Ltd. 

For Regular Army 


recruiting 


a new phase in the Press cam 
paign featuring the theme 
adventure and nierest in 
nationa Sundays, 
selected provincials, and selected 
magazines London Press 
Exchange Ltd. 
or Beach sun tan cream 

manufactured b British Drug 
Houses Ltd } trade P 

For the National Institute 
the Blind, in 
vincials and Rad Times 
Everetts Advertising Ltd. 

For Barber & Colman Ltd 
manufacturers of “Shakeproot 
thread-cutting screws lock 
washers and ing terminals 
full and half » technical 
journals for twelve months 
Agents: Stowe & Bowden Ltd., 
Manchester 

For the London Shoe Co. Lid 

to announce re-opening of their 
Sloane Street shop, in London 
evenings and suburban papers 
Agents: Industrial Publicity Ser- 
vice Ltd, 


daihes and 


gents 


nationals, pro 


Agents 


Film Industry Plans A National 


Showmanship Campaign 


Under the slogan, “Pictures 
are better than ever,” a nation- 
wide film showmanship cam- 
paign, which owcs its initiative 
to Twentieth Century Fox Films 
Ltd.. is being supported by the 
whole film industry and will be 
backed by large 

Short films, which wi t 
films ‘ntertainment and the 
beneficial le of the film indus 
try, will be shown in cinemas as 
part of the campaign, which will 
be directed both to cinema exhib 
tors and managers and to the 


Pp iblic 


scale advertising 


ll be about 


The way in which the film in 
dustry has “walked away” from 
advertising methods which 
had invented, and how it 
get back to them, was mentioned 
by Mr. Charles E:nfeld, vice 
president in charge of advertising 
and publicity, Twentieth Century 
Fox Film Corporation at a 
luncheon held l 


itself 


must 


n Claridges Hotel 
promote the plan 
attended 


members of all 


untry and 


mishit.” Mr. Einfeld 

not making the point 

clear to the man 

strect so that he did not 

what he could 
the theatre 


was 


expect to 
The 
enticed into 

re and did not like what he 
on the screen. In advertis- 


wrong 


saw 


ing, honesty 
was nec if 

While : ug hat the 
threat n it 


right down the linc” 


coun 
reach 
nemas 
novelty 


people at 


yh 


he joint committee 


fan organisation resenting 


renters, exhibitors and producers 


. 
International Poster 
» © on 0.8 
Exhibition 
The internatior 
bition. whic 
held this sun 
yf Industr al . 
f Industrial Design 
he postponed 
now being considered 
to be put on 
next year, to 
Fe 
international, British 


nre Ainate 
predorr inate 


ADVERTISER'S WEEKLY 


Ironmongers Stop 
Ads. In Nationals 
—Temporarily 


National Press advertising 
through the National Federation 
of Ironmongers publictty scheme 
is to be suspended, 
Federation 


temporarily 
a meeting of the 
decided last weck 

In future the trade will concen 
trate on local Press advertising 
and the production of 


materials 


sales and 
Subscriptions are to be 
reduced 
National 
new to the 
trade. We are try 


publicity 


publicity is 


ronmongery 


quite 
retail 
1g to stimulate 
local ind then gradually 
re-emeree in the national Press 

Mr. E. C. Skelding, secretary of 
the National Federation of Iron 
mongers told ADVERTISER'S 


WrekKty 


CUP TIE-UPS 
Several advertisers took 


tage of the Cup I 


advan 
nal last Satur 
copy and illustrations 
Amone 
She!! 


day to slan 
the event 

Players, Gillette 
ind Brylcreem 

last-named ippeared to 

well with their familiar 

wearing for this 

cK 1. footh kit, with the 

imion “The final touch Bry! 


ha This acive 


them were 


creem t 
front-pag 
least two 
nationals Express ind 
News Chie The 
G. 8S. Royds Led. 


tisement occupied the 


n 


position on at 


igents are 
Double Page Spread 
In “Daily Graphic” 


The Dail 


ried its 


Graphic on Friday 
first double 
page spread advertisement It 
was for Housewife ind) was 
placed by Colman, Prentis & 
Vartey Lid. This is believed to 
be the first double page 
ment to have 
national 
the war 


post-war 


advertise 
appeared in a 
before 


Newspaper since 


Press Committee In 
Pakistan 


Pakistan Government has 
formed a central Press consulta 
tive c nittee to “maintain close 
lhanon between Gove 
Press, to 
promote a healthy 
advise the 


matters 


ronment and 
measures to 
Press, and 
Gsovernment on 
concerning the Press.” 
' 
will normally 


idvise on 


Th committee 
meet in Karachi 
Minister for the Interior 
sition and Broadcasting, will be 
virman, and Mr. Altaf Husain 


of Dawn, vice-chairman 


Infor 


NEW “EXPRESS” FEATURE 

Daily Express Sports School,” 
to which leading 
and att Ict $s contri , 'a new 
Evpres feature 
widely advertised ir 
Press 


gimes players 


being 


p provincial 
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ADVERTISER'S WEEKLY 


The MMI115 & Rockleys ‘TCKION - 


For «s poster sdvertising 


Single nites, special displays 
or complete coverage for long 
on short perwds 


Every detail of « poster 


~ Central Offices : 21 QUEENS RD., COVENTRY 


| Bagineers contribute engineering articles of real 
technical interest for all other engineers wm read 


ICAL WORLD 


NEERING RECORD 


THE IDEAL ADVERTISING MEDIUM IN WHICH 
TO APPROACH THE ENGINEERING INDUSTRY 
T 6 T i) Bt - TREET. LONDON 


at VEST. MANCHE a 


eA ALLE 


OF ADDRES 


& COUNTRY | 


is now at 


| CHANGE 
HOME 


; 155 EBURY STREET - LONDON + SWI 
Telephone SLOANE 0307-8 | 
LARGEST NET SALE IN KENT 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 
A.B.C. CERTIFIED NET SALES WEEKLY 


80,528 


classified advertiser 
Rates on app 


The weekly average of small ents is 1.249 inches, equalling 5! columns 


cation 


Advertisement flat Rate 20 inch 


TIMES BUILDINGS SIDCUP Tel; Foots Cray 3077 (3 lines) 
London Office: 329 High Ho'born, W.C.1 Tel: Holborn 2730 
Elche. Bealeyheoth, Erith and Dortford 


per $< 


aise at Bromiley, Orpington 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. Robinson Studios, Ltd 

2a Plough Rd., Battersea, S.W II 

Tel : Nos. Battersea 5300 & 4886 


~ 


THE SELWYN PRESS im, 
FAASHET GROVE - LONDON «£6 
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May 4, 1950 
MEDIA SPACE RECORD 
For week ending Sunday, April 30 
London 


Calumn | 
M e & . length SPACE IN COLUMN INCHES 
i} ‘ages | and 

erumngs SS 1 3S See cecal 
Evenings (smches) | Display | Classified | Financial | TOTALS 
Daily Express 42 ax 1,952) 784 34 2.065 
Daily Herald 42 19 x 143 1,745) 92) 43 1,882 
Daily Mail 42 2x 2.0214 118 AS 217%) 
Daily Mirror 72 13x Ie 1,490 26 3 1,519 
Daily Telegraph 48 22 x 979 1,589) 316) 2915 
News Chronicle 42 2x1 16575 424 33 2114 
The Times as 22x 2 1,177 050 1,191 4.418 
Evening News “a 22 = i 1,994 287 16 2,477 
Evening Standard 0 a 16a 7404 21 2444 
Star & ist « i} 1.422 6 22 sao 


Sunday Papers 


News of the World 


10 x i ayo 25 $15 
Otserver io 2x2 510 nee ioe Sa5 
People 10 ~~ «x I} 458 +45 
Reynolds News s 2x! 372 4 sat 
Sunday Chronicle & 2zxt 375 5 3) 
Sunday Dispatch 10 2x! S00 » 6 $36 
Sunday Empire News 10 721 Sew 3 sas 
Sunday Express 10 2x! ans 4 sor 
Sunday Mail ny 1S x 13 $21 ‘ $25 
Sunday Mercury 20 is = if 44i 4” 4st 
Sunday Pictorial 16 13gx ty 350 7 957 
Sunday Sun 10 72 * i 629 12 641 
Sunday Times 10 «22 2hor lh 439 81 gu 610 
Western Independent 16 17 = if ASI 109 740 

. . . 
Provincial Mornings 
Aberdeen Pres & Jal “0 22x 1 } 3,242 1,650 3? 2929 
Birmingham Gazette 42 22 x if e258 ve 122 2.029 
Birmagham Post a 2ibx 2 ai4 2.338 was 47 
Glasgow Daily Record 72 iS «x 2 §,243 oa 138 
Manchester D. Dis 42 22 «x tj 1456 ay a 1.986 
Maachester Guardian &2 23 x 23 1316 2,504 31s 4.195 
Newcastle Journal & 

North Mail 42 22 1 1,408 1,149 68 2625 
Sbetheld Telegraph +N 22 if ata ito 76 27% 
Western Daily Press 38 sax 2 797 2,397 r4] 3,205 

. . + . 

Provincial Evenings 

Al@rdeen E. Eapress oO ! 1.463 821 26 2310 
Belfast Telegraph 48 7 3,725 1887 12 5.004 
Rirmingham E. Des 42 i 1 S66 1,433 3.398 
Birnungham Mai! a4 2 ys2 2884 i8 3.684 
Bolton Evening News a2 if 1,346 1724 3.070 
Bradford Tel. & Argus 44 1 1,680 1696 3,376 
Coventry E. Telegraph 76 x i} 2.108 1,305 10 3,425 
Rastern Evening News 80 x 2 i ae owe 2 588 
Edinburgh E. News “a x i 2.0044 2°54 4,635} 
Glasgow E. Citizen 40 x 1 9) 1233 2,2mu 
Glasgow Evening News 72 iS =x i 1m 718 - 135 
Man bester E Chron Boy iS x i 1,460 2,837 * 4,125 
Manchester E. News NN ext 1.524 2.748 4,27 
Miidiesbrough E. Gaz 76 is «xt 1,777 iiss ~ 2044 
Newcastle E. Chron M4 iS =x) 1864 1.543 3.407 
Northern D. Telegraph 6 iSgx 1 1,205 1.719 7 2,93) 
Shetheld Star “4 is x 1 1 Seu 1,580 1s 3.195 
W. Lanes. E. Gazette S4 16 =x 13 2074 1.765 3°38 
Yorkshire E_ Press 36 22g« 1) 1,624 1,024 8 2.655 


it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them 

In many instances classifieds are still published in “ 


copies 


A” and “BR” 
Figures given here and on the opposite page represent space 
cupied in one copy 


Net only has the Northern 

Seot the Largest ABC Figure 
North of Aberdeen, but it also 
carries a greater volume of smalls 
than any other paper published 
in this area. 


NORTHERN 
SCOT 


Series 5 
batt 
17,914 ABC TT.) , eee st 
DEC. 1949 CEN 2715/4571, 
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MEDIA SPACE RECORD 6 ominued) 


Journa! 
Birkenhead News 
TOUT 
Blackpool Gazette & 
Herald 
Pournemouth Times 
Rrightoe & Hove Gaz 
Bucks Free Press 
Chester Chronicle 
Cumberland News 
Dartington & Stockton 
Times 
Dudley Herald 
Eastbourne Gazette 
Essex Chronicle 
Evesham Journal & 
Four Shires Advtr. 
Harrogate Advertiser 
Hastings Observer 
Herts Advertiser 
Hertfordshire Mercury 
1. of W. County Press 
Kent & Sussex Courter 
Kent Messenger 
Kent Express 
Kentush | ines 
Loton News & Red 
fordshire Advertiser 
ester News 


Chrunicie 


Prescot & District 
Reporter 

Rochdale Observer 

Rugby Advertiser 

Salisbury & Winchester 
Journal 

Sourrset County Gaz 

Southport Visiter 

Seuth Yorkshire & 
Rotherham Advtr 

South Yorkshire Times 
Senes ‘ j 

Stourbridge Cry. Exp. | 

St Helens Keporter 

Surrey Comet 

Sussex Express 

Walsall Observer 

Warnagton Guardian 

Welhagton Journal 

West Herts & Watford 


Obese: ver i 2. 1 
Worthing Hersid es ite 1 


SPACE IN COLUMN INCHES 


TOTALS 


When more than one edition is published, figures are for main edition only 


nl _ ry . 
Exeter For Third 
— . 

P.P.A. Experiment 

The Periodical Proprietors’ 
Association has chosen Exeter for 
its third experiment in controlled 
distribution, which will be run 
with the co-operation of W. H 
Smith & Son Ltd., and Surridge 
Dawson & Co. Ltd 

Between 80 and 
be used. the 
have been 
two 


ones to be 


100 tithes will 
majority of which 
used in the previous 
experiments Additional 
used have not yet 
been chosen 

The observation period will 
begin on June S, and the scheme 
proper on June 19. The scheme 
will last for 17 weeks 


a ie A i 
Commercial Print 
. . . 
Exhibition 

A small exhibition of commer 
cial printing carried out by H. P 
Dorey & Co., Ltd. ts running at 
their London office until to 
morrow (Friday) A variety «cf 
showcards and pamphiets for 
such chents as Van Heusen and 
the Plessy Co. are on view as well 
as three house organs (one for 


Samuel Jones & Co.) For less 

xperienced chents colour print 
ing by letterpress is explained 
with the aid of the constituents of 
a colour block A model of a 
paper-making plant is also on 
show 


. a 
Co-op Display School 

Mr. F. R. Morrison, London 
Co-operative Society, won a prize 
presented by the Co-operative 
Publicity Managers’ Association 
for the best practical exercise at 
the Co-operative Union's first 
residential course for display 
workers which ended last Satur 
day Runner-up was Mr. J 
Needham, of Mansfield & Sutton 
Society 

Lecturers were Mr. G. Hinton, 
display supervisor of London Co- 
operative Society, Mr. G. E. Page 
(P.R.O. Royal Arsenal Society) 
and Mr. F. Churchward (C.WS 
publicity manager). 

Mr. Ivan F. Luckin, advertise- 
ment manager, ADVERTISER'S 
Wee ty, has left to join Fairchild 
Publications Ltd.. of New York, 
as advertisement director for 
Great Britain, 


ADVERTISER'S WEEKLY 


Colour Photography 


Our studio ts staffed by artists who can 


express their 


ideas, and yours, in the 


medium of photography. 


ring 
western 


3854 


McLeish and Macaulay 


THE STUDIO, 44 QUEEN'S GATE TERRACE, S.W.7 


ARTISTS AND 


STUDIO 


ele 


one. 


PHOTOGRAPHERS 


BRIGGS: 


eum 


22 CHENIES STREET-WC- 


PRINTING for the ADVERTISER 


Benefit by our long and specialised experience in the 
practical production and apt design of high grade 
printing for publicity and advertising uses 


Ring CITY 3485 6 


Our representative will be very pleased 


to discuss your printing problems 


EDWARD O. 


29 WATLING STREET, 


LETTERPRESS LITHO 


COLOL KR PRINTERS 


BECK L* 
LONDON, b.C4 
DESIGNERS 


Cover 
the Plumbing and 
Heating Trades 


with the foremost 
publication in this 
sphere 


“THE PLUMBER 
& JOURNAL OF HEATING” 


It wall be a pleasure supply sPecimens, 
rates and full detasis 


DALE REYNOLDS & CO.LTD. 


32 Finsbury Square, E.C.2 
MONarch 154! 


SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD CROYOON 


A pune a 7-68 
-s 


THERE 15 WO SUBSTITUTE (ot EXPERIENCE 


POSTER SITES 
BULLETINS 

PADDINGTON 

ADVERTISING 
COMPANY 

37, Spring Street, W2 
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We Hear— 


THAT the 
Murray, a 


minster Press 


Hon. Mrs. Angela THAT 
director of West of t 
Provincial 


ae *® 
v¢ Direct 
News Associat 


Porter, pr 
Mail 


esident 


Advert 


1B 


‘ on of America arrived 
papers Ltd., has become engaged in England on Tuesday and wil 
t Robert Campbell-Preston be spending a few days here 

imaging director of Alginate before going to the continent 
Industries, Fif Ld * * 


* * , 


[HAT Michael Streat, 
THAT W. E. Osborne, chairman edit of Furnishing, has 
Osborne-Peacock Co., Lid., is on @ppointed honor 
win’ flicer of 


i six WECAS i rr 


America 


Nusiness 


rHAT F. E. Green, general ma THAT in co-operation with artist 


wer, Blackburn Times. has been ‘SBarbara Jones, he has produced 
lected pr dent f the Lanca “ 32- page brochure ~ u 
shir ind) Cheshire Master |.W-A’s Market Harboroug 
Printers lliance Festival and Rally of Boats to 
m . “ be held in August 
” . ° 
! 0 s. u t blieit 
HAT Joka S. Estey, publicity rat Feed Baxter, ec " 
imager of Richard Sutcliffe 4 ed 
Lid., Horbur visiting the 82%. the Bermuda Press Ltd 
: 6k es eh . , . - rived in England on Tuesday 
n iP } ft ace ‘ir ’ 
dow b taying for tl pt 
Bru ind I next week ; cee ee 
four week 
‘ ° . 
* " 
THAT George Vincent, of 


[HAT Lestie Hardern, P.R.O 


George Vincent and Associates North Thames Gas Board. has 

nuh relatio yi lt t ’ ' 

ape 4 n tions Ye: — “cage = i been sitting for t portrait by 

attend the Toronto trade fa Barbara (Patricia) Price-Hughes 
. . ” whose New 


Bond Street exhibi 


THAT P. A. LL. Rogers, edit tior in October wi include 
Furnishing and Furnishings Fron portrai’s of Eileen Joyce, Gig! 
Britain, last week became tt I theth Welch and Compton 
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enlargements at the 1s lideal 
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i nN ny niargement 
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Our artists are just as clever whether u $ measured in 

with water colours and dves f 
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bric E. 


Luncheon To Perey Cleverdon 


don, advertisement 

{t Homans Own, was 
honour at a luncheon 
Stuart Mander, adver- 
director, Newnes 
Publications, and the 
ent inagers ot 


Ltd., at the Savoy 
Left to right 
idvertisement 


st W A 


Freeborn 


Van Lennep, dis 


nt manager, The 


was yesterday (Wednes 
Stalled the chair of the 
Lodge 2108 
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THAT Brian 


of pu c who leaves 
* 1 prese vied by 
w ¢ othe s of East 
( p tion, with a tea 

I presentation was 
t Town Clerk, Francis 


is been pre d to the 
Advertis Club by his 
. Taylor, of Rumble, 

& Nicholas Litd., for 
of tt ¢ speaking 


rm * 
Crozier Williams, 
Eastbourne 

I ected an hon 


istbourne 


ible 
» . 

afte en years 

Wray signed as 

t : i n and 

ind / and Fabrics 
. . 


THAT Peter Trippe, whose book 
Unf d 


l r was refer 
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Allan Stephen, of George 
& Ltd... Glasgow 
i ‘ nbe 


* * 
Arthur J. Foggo, of 
s Ltd Glasgow, has 
the committee of 

Club of Glasgow 


Ww sremises at 239 
eet E« 
cK Silk Screen printing 
is Ceing installed 


manager, Modern Woman; A. E 
Sims, assistant advertisement 
director, George Newnes Ltd.; 
Percy Cleverdon; Stuart Mander; 
Kenneth Rawlins advertise- 
ment manager Own 
Felix Musselwhite, advertisement 
manage! Angling; and Philip 
Scott Martin advertisement 
manager, Country Life 


Woman's 


THAT Zabak Kureishi, editor 
proprietor, Indian Skyways, has 
just completed a week in London 
He flew back to Bombay, via 
Oslo, last Monday 
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PUBLICATIONS 


NEWS AND NOTES 


“Power Farmer” 
Changes 


From July Power Farmer wi)! 
be published by Farmer and 
Stock Breeder Publications Lid 
und w ippear under the new 
uties of Power Farmer, Britain 
and Overseas. [he journal 1s to 


be printed on high quality paper 
with f <x € nd wil 
contain extensive colour sections 

{ eatly xpanded edit al 
content I ype i “ be 
educed to 9 in. x 6) ind 
reta price wi be doubled, be 
c gis. Mr. DN. McHardy 
ren ns ed tor 


“ Business” B.LF. 
Preview Number 


An impressive IS)-page rssuc 
of Business, the journal of man 
igement ’ was pub 
ished on a special 
B.L1 nur n &0-page 
uberally wlustrat preview gives 
co ete stand-by-stand details 
f exhibitors in the office equip 


ment and industrial cquipment 
sections Three case-Nistory 


articles give detailed analyses of 


greater productivity and reduced 
costs by the doption of new 
plant. Another feature is devoted 
, 1 cCAamimation vf the issist 
nce given to exporters by the 
FB. under the vigorous leader 
ship of Sir Robert Sinclan The 
ssue carries 90 pages of adver 
tising 


they have published journa 
Festival News, g with the 
Edinburgh Festival of Music and 
Dran It 1950 edition is now 
he wepared. and the 1951 
fit t soposed to extend 
c the entire Festival of 
Britair ' xcing extended 
at 1 where applicabl 
seas 

Mur djustments to advertise 
tes, not affecting cxrsting 

id vers, | bh ude ik 


rant Trade Journal and 


Hotel Gazette, whic ) its 
May iss dopts standard size 
10 in. x 7 und changes to art 
pap An « Jesign if 

ides three advertisement panels 


Ihe Local Government 


Chronicte i d in 1855 b 
Charles Knight & Co., Ltd, has 
ec \ pre i in new for 

ind ty fac Cairo and 
Cai bold are ised for the 


headings 


Greyhound Express is now 
irrving full-page advertisements 
w the first time since 1939 


fk 


Newspapers Limited will be held 


dividend on the Ordinary Stock 


CIRCL LATIONS 


gratifying confirmation 


of the completeness of the cover 
age they provide in their areas 
The provincial morning newspaper 
has a stern fight to resist the 
encroachments of the popular 
London dailies. We can be satis 


fied that our provincial morning 


newspapers are acquil them 
selves well in that fi Our 
provingal evening Newspapers 'n 


sggregate over the year showed 
encouraging increase in tota 
culation 


The average circulation during 


1949 of oUr COMpanion papers 

he Da Graphw and the Su 
Graphic, showed an advance 

m the heures to whic we were 


limited when circulation was 


pegged, and both these publica 
tions maintained the standing 
and reputation as the quality pre 


ture Newspapers 


ADVERTISING 
fo the advertiser the quality 
a newspapers readership is of 
scurcely less importance than its 


extent. The purpose of the adver 


tise is to sell his goods and 
therefore he desires to direct his 
ippeal to those of sufficient sub 
stance to buy and to continue 
buying Many surveys of news 
paper readership hay been 
undertaken in the st few years 
ind all indicate that the propor 


thon of readers of Kemsicy News 


papers who can be said to fall 


into this Class i we above the 
iverage lt is becaus dvertise 
ments m ou newspapers Dring 

sults that | an ’ to give 
4 good account of ur eApenence 
in 1949 This 1 1 particular 
pleasure at the end of the first 
years work of Mr. Ewart Berry 
who, as I told you last year, had 
heen ApPpointec Advertisement 
Direct Addition rewsprint 
nabled us t fler t dvertisers 
arger spaces and e frequent 
publication Thi coorded well 
with the increased availability of 
gods and the urn 1 trade 
generally f ne competitive 
ynditions than had been hnown 

we the ih { war The 
idvertisem space occupied in 


the datly and Sunday newspapers 


s. however, still very much less 
than before the war and I am 
itisfied that the demand for ad 
vertisement space w continue 

grow is cact yeur more 


traders ippreciate « value of 
idvertising 


Nevertheless demand has been 


affected by = the process of 
nationalisation Nationa lisation 
tends to produce at least a tem 
porary reduction in demand for 
idvertising space by the indus 

es imvolved Companies ab 
sorbed n onger advertise their 


annual reports and those without 
experience of or faith in advertis 
ng are apt--quite wrongly —-to 
regard it as merely a luxury and 
so a field for economy 

My view is that no. great 
business which is selling to the 


ADVERTISER'S WEBKLY 


ISLEY NEWSPAPERS LIMITED 


Viscount Kemsley’s Annual Review 


public, whether under private 
enterprise or nationalisation, can 
succeed without a policy of 
steady advertising, skilfully pre 
pared and distributed Even 
monopolies ignore this truth at 
their peril 

Industries coming unde: bureau 
cratic control need, even more 
than under private control, the 
quickening blood of advertising 
tf their operations are to succeed 

Meanwhile it is a remarkable 
tribute to the value of advertis 
ing that so much use has been 


nade of the advertisement 
columns of the newspaper Press 
by industries threatened with 
nationalisation to present the 


ifguments against if 


FORWARD PLANNING 

Often we are left im the 
dark until the last moment 
‘SS to the amount of news 
pom to be made available 
to us for particular periods and 
therefore, of the number of pages 
we are likely to be able to print 
This makes the forward planning 
of editornal policy extremely diffi 
cult It ws no less difficult for 
sdvertiser t plan their cam 
paigns and we sympathise with 
those far-sighted advertisers and 
sdvertising agents who have to 
nake arrangements for booking 


their spaces and planning their 
displays well ahead but who at 
present are limited by reason of 
the fact that no newspaper can 
guarantee very far ahead the 
sizes of spaces likely to be avail 
thle 

In 1945 I decided that recruit 
ment and training of staff was one 
of the most important problems 
with which Kemsley Newspapers 
had to deal. Of our intention ther: 
can be no doubt. It was to pre 
sent to the public newspapers 
that should in every way conform 
the highest ideals that could 
he set They should be fair, fac 
ual, intelligent and calculated to 
contribute to the improvement of 
what | will call the moral health 
of the nation To this end the 
Kemsley Editorial Plan was insti 
tuted. The Plan is dynamic and 
pveloping in value and scope 
is the vears go by 


CONCLUSION 

Let me end with a tribute to 
ill who, as employees of your 
Company, have played their part 
m the year's work 

I see no reason to believe that 
our path will be any casier in 
1980 We are likely to be faced 
with increases rather than de 
creases in the price of newsprint 
The dual imposition of 344 per 
cemt purchase tax on commercial 
vehicles and of an sdditiona! 
duty of 9d. a gallon on petrol is 
ely to add substantially to our 
costs of distribution ht will 
be our endeavour to overt 
come whatever problems the 
year 1950 may have in store 
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a ec ee 
= 
me 
pe The twenty-sixth ordinary ie 
: general meeting of Kemsiey Fact 
. eS 3 
on Tuesday, May 23, 1950, at ae 
Kemsicy House, London The . 
following are extracts from the 
: statement of the Charman Vs EEE ‘ 
count Kemsiey, circulated with eh 
F The Consolidated Accounts for 
; the Group for the yea under 
} sundry mcome smmounting to 
m £1,892.440, a decrease of £398,973 ee » ae 
: on the comparable figure for sid 
* 1948. During the year there was as 
is an mmprovement in revenue from 
F sales of newspapers and from ad 
vertisements. This was exceeded ee * 
however, by an increase in wages ee 
. ind «general = costs Although : a 
dunng the year the price of CY fi 
} newsprint fell by nearly £9 per : i 
ton the fact that we were ; a 
allowed to print ifger papers = 
: and to meet the demand for more 
copies, resulted in a substantial a 
- increase in the total charge for Po i 
newsprint used during the year : 
£1,090,916, which compares with £ 
=) £1,299.316 last year when a 
4 £200,000 was included im respec 4 ' 
of Taxation provided in previous 4 
years but no longer required It ag 
is proposed to provide £40,000 ae 
for depreciation of British ee <a 
. transfer {300.000 t General ty 
‘ Reserve naking that fund £4 os 
million az 
With reference to the para We now recommend a final Lbs 
; graph published last week, to the ee : re, 
effect that nagazine, Festiva of 7 per cent less tax at 9s 3 he 
? New's to he iunched by which, with the interim dividend t = 
1 Jupiter Press. t publicise the makes I2 per cent less tax for : ie 
, Festiv of Britain s pointed the year, being the same as for E 
out by Scottish Features Ltd 1948 a € 
By ot by Scottish Features Lid. ai s 
S In general the circulations of Q fo z 
our newspapers have been well b Pd 
maintained The increasing : j 
demand for a Sunday newspaper t : 
of the highest quality ind uae 
authority is responsible for the ‘4 
steady progress of The Sunday , 
Pa Times and for its predominance ‘Bs 
p | in circulation in its field. The ii aR 
b | very gratifying increases in the = 
circulation of our two Sunday : 
Por published in Glas “a 
gow and Newcastle, The Sunda ee 
Ret | 2550 000 ine Sunday Sn, espe 
tively. demonstrate the demand ¢ 
| localised ippeal The Sunda CC Sa 
x Empire New ilthough published a 
in Manchester, with its circula ’ 
’ uon of well over two millions 
es | Of which a substantial propo j 
tion is in the South—<can claim t& : 
} rank as a newspaper of national ; 
a standing At the same time. the 
Sunday Chronicle, published in 
| London and Manchester, con x 
a } tinues to provide a family news- “i 
f E — | paper of popular appea ee 
Saha | So far as our daily provincial “a 
. \veys give 
. Ea 
of ae Seas ae 8, ae, & Ra ‘ee. a , POs i= “er Se : . coe 
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IN LONDON 


30-32 FLEET STREET 


The London Office for some of the 


TRADE MARKEE 
‘“CELLOPHANE”’ ! 


NOTICE is hereby given i 
‘ellophane Limited. of 


that 


is 
which red “under N 
441636 in ¢ 0 in respect of 
Sheets of Cellulose being good 
not included in other classes, and 
CELLOPHANE 

which is registered unde No 
538751 in Class 39 in respect of 
Cellu e wrapping and packing 
popes 

IPP ion of the word 
CELLOPHANE to goods of tt 
ibove-mentioned classes mean 
that suc foods are is of 
British Cellophane ed and 
ipplica n thereof ther 
such goods stitute an in 
fringement of the rights of Briti 


Cellophane Limited 


WARNING 


Such infringement will be restrained by 
legal action in the interests of customers 
and users, and of the owner of the at 
Trade Marks 


TO ADVERTISING AGENTS 


Obviously we cannot help every 
body or undertake al! jobs char are 
offered us, but your job may just fit 
in with our production schedule 
Try ws 


it's worth a ring 


E.W. PLAYER LTD. 


*E-C-4 CENraa.2786-7-8 


» the S 


¥ is undoubtedly your 


ttah grocery t 


nde comp'cte lists of 
n pn with tia { ms 
rders, trade news and full reports of 
toes. Throughout Scotland. therefo 
invaluatic week with speca 
jue v aut sy ' oP tunity 


Best Media in the Country ' 


eae eee eaoeees 


Walsall 
Obserber 


complete coverage 
G. F. Tomkin Led., painters Ybserver’ Buildings 
501/505 Grove Green Road  S Vv 
Leytonstone, EI) LEY 1164/5 Sriage 3 aor 


Lee eweee ee a 


CLELAND 
ACKASING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design 
functionally and visually 


WM. W. CLELAND LTD 
STAPLE HOUSE HOLborn 252! 
CHANCERY LANE, W C2 & BELFAST 


HARPER 


ADVERTISING 


ans [ J 


Blotters * Diaries * Calendars 


Write for list 


Db. HARPER & (0. LTD. 


258262 Holloway Rd Londor N7 


Phone NORTH 3822 


POSTER 


Howards 
chester, are 
Minister of 


Pianning 


APPEAL 


Publicity Lid.. Man- 

appealing to the 
Town and Country 
against the refusal of 


the Borough Council to allow 
their hoardings to remain on the 
canal bank between Brooklands 
ind Sale railway stations 

At a recent Council meeting, 
Councillor J. G. McBeath said 
there had always been hoardings 
on the canal bank It is just 
nother case where town planning 
has run riot he sa 


° . 
£100 Prize For Better 
° 
Business Ideas 
Kinemato rapn Weekly is to 
sponsor an industry wide compe 
tition to discover ideas for its 
campaign to promote Better 
Business 
Mr. Arnold Williams, managing 
director of the National Screen 
Service, has offered £100 in 
prize money 
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S. African Fashion 
Show By Greenwood 


More than 30,000 people from 
all over South Africa saw the 
spectacular display of Transvaal 
made garments—organised by the 
Johannesburg office of Green 
wood Adverusing—during the ten 


days of “Fashion Theatre” put on 
for the Rand Easter Show (South 
Africa's “B.1.F."). Mr. James M 


Greenwood personally introduced 


every performance 

Capt. the Rt. Hon. Charles 
Waterhouse, M.P. for South 
Leicester, was guest speaker at 


the annual luncheon of the Office 
Appliance Trades Association at 
the Connaught Rooms on Mon 
day 


number of the 
London office of Temple Press 
Lid. is Terminus 3636, not 
Temple Bar 36%, as stated in our 
issue last week 


The telephone 


Legal and Gazette 


. S My acc as Jator, together 
APPEALS LODGED ot impectioa 
IN BIRO AD. CASE NOTICE OF DIVIDEND 
Appeals ha ‘ by Sir Ha s Church 

Henry Lunn Lea nts and c A Print ers . tors. ¢ No 
Sistribut { the £ ™“ and = Mr { 1943 First and final 
K ard t " : Miles 7d in the £ payable at 120 
Sta ‘ Liu 8B k S Street, Croydon, Survey 
Lond j Leu f 
jen af ih 12s . 
— te eapectively “in New Companies 
si NE 5 ggg me pe AE Scott Signs (York) Lid., 48 Walmegate 
Ernest Whis Mackintwo« hairman of York. Nonmunal capita £1,000 ire tors 
Seantars WJ. J. Dodsworth, A. S. E. Dodsworth 
The & = arene —_— and GW. Henderson 
P acerning advertising and 4. N. P. (Advertising) Lid., 2 Middle 
by the Bic pen hee EC1 Nominal al 1 000 
— . ppealing 3 st 
loins unite cas goon ton Ue, fenie 38 Hatton Garden 
Jones the Miles wh t 
were the first d action Paec P. Evck 
< oF sh a. 
DRYDEN PERIODICALS : Kingsbury, NW Tynesetters, type 
founders etc Nomina capita too 
MEETING OF CREDITORS pyro, 1 postion A° HW Burgew anc 
,  H_W. Hough 
rst mecting creditors Kilroy Ltd., 12 Marlborough Place 
en Pur . a - mers and Brighton, | Advertising agents. Nomina 
shers A the Officta amta 100 Directors: R. L. Jackson 
or reps ‘ on ie eee and D. Barnard 
r we na A — 2 Michaec! Pateman Lid... |! Lansdowne 
tor ' any stated eet bee Road. Bournemouth Advertising and 
t r . s real cata publicity agents. Nomina apital: £1,000 
' book Derectors: S. E. Pateman and L. W 
} ' I and would derive No 
ts © main m sciling adver Plastic "Printers (Sussex) Lid. Printers 
tising § thes atone ra % and manufacturers of advertise 
In af purchased a platcs Nomuir capita £1,500 
art tea £1.000, but on H Dean ) R. Malby and R 
“ 8 asful is was made and the wn 
magazine was sold Apri). 1948. at a (The above-mentioned particulars of 
° some A at time the new companies recently registered are 
an was Ww working apita 
and wine th ence t k £4ix taken from the Daily Register complied 
was adve { a a debenture by Jordan and Sens, Lid Company 
The r . k was f shed at the Registration Agents, 116 Chancery Lane 
“i of 1948. and " ts showed London, W.C.2.) 
A gross profit n The mpany : 
had also pr 1 a stage year book ] 
was f mplcted til December W ILLS 
and few he 7 (x es printed Sim Max PrMEPFTON author and 
had n sold T had been director of Northcliffe Newspapers, ieft 
stimated at at cn £891 2s Sd gross. £5 12s. Sd net 
The : r ft wed wun Me Wiittam Eowar Were, finan 
at i4 and in a editor genera manager and a 
. alms firect f the Vining Journa and 
fad ea? The before that twelve vears London 
wa ] oro £1,041 advertisement manager f the South 
and =o after fed “ P entia and Wales Ech ef £4,018 Ss 44 gross 
Jobe re a as a deficiency £3.965 17s 7d net 
as cearded se ! ws of Mr. lown Henry MARSHALL, assistant 
£4.49) advertisement manager f the Western 
4 solution was aesed = for the Ma aged ‘ eft £2078 2s fd 
ane nent ‘™ N G Randle gross, £1,993 net 
DISPLAYS @SHOWCARDS - POSTERS 


EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


24 VAUXHALL BRIDGE ROAD 
vi eromts $.W.1. TEL. VIC 0912.3 


@ WINDOW BILLS - DISPLAYS ETC. 


SILK REEN PRINTED BY 
PUBLICITY SERVICE 


39 WEST HILL, LONDON, S.W.18 
Phone VANdyke 6667 
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May 4, 1950 


CLASSIFIED ADVERTISEMENTS 


STUDIO 
MANAGER 


WANTED BY LEADING 
LONDON’ ADVERTIS- 
ING AGENCY. ONE 
EXPERIENCED IN 
SIMILAR POSITION 
PREFERRED. WRITE 
GIVING FULL DETAILS 


AND SALARY RE- 
QUIRED 


Box 224 
Advertiser's Weekly, 180 Fleet St.. E.C.4 


AG “a> ¥ — < ae MAN required 


Agem have good 
know icdec ks v1 an 
printing and rsa “ 
pr j of good ms © cta 
Position flers gol salary and pros 
< in c stating 
ox we and salar cy tw 
Box + Ad Weekly 180 Fleet St BCs 

au aang LAYOUT MAN. Youngs man 

and adapta ns Quick 
work s id ha know ledge { 
typography G und portunity pro 
motion ( Peacxk Ltd 17 Ait 
Street, Piccadilly Circus, London, W.! 
Reacnt 1081 
— —a<- AND pz required 
cart paper bag work 
On y ~ n tft t ss mal standar 
st 4 Assisia given wit 
n I part ars to Personne 
Manager Brown B vy & Gregor 
Limited, Spek Liver a, 19 

PAC RAGING |. hey NER, 212 re 

quired by r “ 


EXHIBITIONS 


AND 


DISPLAYS 


An experienced man required 
for the Exhibitions and Display 
dept. of a big business organisa- 
tion in East London. Must be 
fully conversant with the work 
of organising, producing and 
erecting exhibition stands and 
displays. He should also be able 
to handle the details and routing 
of touring displays and exhibi- 
tions used in Dealer's Show- 
rooms. Designing ability would 
be an additional advantage 
Write giving full details regard- 
ing experience, salary, etc., to 
Box 9678 
Advertiser's Weekly, 180 Fleet S¢., £.C.4 


BLS eS Canvassers re 
quired eply staung 
etpenen Ds 
Box 229 Ad “Weekly 16: Piet St EC4 


COPYWRITER & ae 
' Y 


oe Pa Pas te 2 


2s. 64. per tine. 
Beh ph yy ggg & 


24 letters, ignoring space Bos sumber count: as ome tine sed bk to be paid for 

Office. 
All advertinements for tess than seven 
“Advertuer's Weebly.” 186 Fleet Sereet, 
Chancery 8844 


Additional fee of 94. charged for ove 

insertions, 5), om 13, 10), om 26, 15) 

insertions MUST BE —a 
Loados, E.C.4 


LIVERPOOL = rx 


Qu a thoroughly comp¢tem layout 

mar for «@ ypes Ma Order 

Catalogue ] reta store sales 

eTature 2hhons ervine fu 

jctails of apener and salary 

rea to sonne , Manage End 
butt Lane Liv 

ay AND sHOWE an ARTIST 

Sout tne Must t 

d capenenced Accommodation 

and partnership considered 


jars and salary required 
21 Ad. Weekly 180 FPieet St BC4 
ADVERTISING. Young man age 
approximately 19-2 required by Wes 


End Advertising agency t take harec 
of Copy Despatch department Exce! 
lem prospects Write fully age. caper 


ence and salary required to 
Box 172 Ad. Weekly 180 Fiect S& EC4 
tire 


ue at ung arts man 
woman with proved atiy abality 
AND AGENCY EXPERIENCE re 
quired asset in the anagcment ' 
an interesting ¢ ip fa 

gcn Y flan t writing 

onvincin py and the 

a mt the resp ‘ 

ation absolute essen 

giving cy part ars 

experien« sala req 4 

Managing D Gord 


Street, London. EC 4 
A Ve ANC Y OCCURS Puliscity 
Depart t tf a Commercial Mot 


and general salcs litera Vi riting 


giving 
required two 
Bou 9680 Ad. Weekly 180 Fleet St EC 4 


LETTERING 
First class experienced artist for 
London commercial studio. 5 day 
week, 9.30 to 5.30, good salary 


Box 9669 


Advertiver’s Weekly, 180 Fleet St.,£.C.4 


ADVERTISEMENT LAYOUT DESIGN 
This job offers all the scope and per 


tunities sought after 


coming sts 
went car 
good art 
yours w Nate 
om re 
whale something f the 
language but, above all cls 
Posscases k Perception and 
ively the truly reativ 
brain k direct t 
with of t ayout mer 
toda Stud ms are ecna 
an oO ay ar and @ nce 
ment 1 accord with ability 
you measu P w requirements 
write and tell us at { yours 
Box 148 Ad Weekly 180 Fleet St BC4 
PRODUCTION ESTIMATING CLERK 
( ¢, aged « " onversant with 


printing and 
nal assistant 
n n sid 


ok Publishers 


on. Progressive 
bonus 

na tur prospects t 
Wrte in mifidence. stating 
nee } t ’ ” 


t 
Bor 201 Ad Weekly 180 Pleet S BCS 


oe $1. 
Address: 
‘Phone 


APPOINTMENTS VACA mt 


LITTLEWOODS OF 


43 


oe VACANT . per tee. 


of Be 


ADVERTISER'S WEEKLY 


PPOINTMENTS VACAN 


WILSON 


ADVERTISING 
LIMITED 


Registered Pract Honers in 
Adveriuing 


APPOINTMENTS WANTED 
h 


Series diecounts 2)", on 7 


have vacancies for 


McCANN-ERICKSON 
ADVERTISING LTD. 


LAYOUT 


National Advertising 


ASSISTANT TO 
ACCOUNT 
EXECUTIVE 


with ability and experience 


VISUALISER 


with ideas and knowledge 
of typography 


COPYWRITER 


advantage if slight technical 
knowledge 


WILSON HOUSE, Panton t., Haymarket 
S.W.1 Telephones Whitehall 9970. 3565 


require « 


FIRST CLASS 


ARTIST 


experienced in 


argonn NIry W anted 


memetiately 


week, and 


APPLY salary for 
caper ence 
caperien 
110 Jermyn Street, $.W.! sala 
Mtre 
WHITEHALL S411 IN LIVERPOOL 
Aanager 
pany f 
PROCESS ARTIST (male), required by as Pers 
ca Se pubishers london) for primar 
reton on p> gi ar ree enc “ 
ay Sesign in «duoral staff depart wit Tt 
ment Ome used fire os work of v i pe ” 
aut Superannuation Permanent and progressive poe to right 


experience an Ti u particulars education 
aperience and salary 


Hos 64 Ad Weekly 180 Pleet “i EC 4 


WANTED 


ADVERTISING 
MANAGER 


£1,250 MINIMUM 


Batchelors Peas Limited want a top-flight 
advertising manager experienced in every 
function of merchandising. Pension scheme, 
excellent working conditions and broad 
prospects ahead. Send full details of career 
references and receit 


copy photograph to 


The Chairman, Batchelors Peas Ltd., clo 
Mather & Crowther Ltd., Brettenham House, 


Lancaster Place, London, W.C.2 
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asaest in the compilation and production “Ss 
: of wtrated specifications. brochures ‘ | 
ee ‘Saal 
i am ity and some technical k wiedge of i? 
| heavy duty road transport vehces and P a 
| tne is needed. as well as am acguain Box 218 Ad Weekly 180 I SL _— 7 B 
} ame with the gcnecra techmqu ' ———_$_———— $$ — y 
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art work Shou be wmmpetent 4 
letterer and have knowledge of typos ears en peomS ns - : 
. Box 219 Ad. Weekly 180 Fleet St EC4 
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| ADVERTISING. { Canvasser re . 
weekly periodical Circulation (A BC) Dn 
over $ wx Fi pportunity for 
young man w enterprise and first 
class experience Present staff know ‘ 
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ADVERTISER'S WEEKLY 


LAVOR T MAN “ 
mraphy qu Be ae 
ta@an ’ n pe ‘ . f 
duct f techn aiatow ! 
“uiding and Rod we 


Hon 5 Ad Weekly 14) Fleet Si E04 


PAPERIENCED LONDON SPACE 
SALESMAN week provir 
an mas Preferer 
wit) good ager 
alas vd omimon Wr 
. " re tat f 
Hox 77 Ad. Weekly 180 Fleet Si FC 4 


£850 PER ANNUM 


for first-class studio 
man 


AIRBRUSH, STILL LIFE 
AND LETTERING 
PARKER-BAYNES 


Phone for appointment 


HOL 0277 
AGENCY STL DIO MANAGER 
j “hos $ experience t 
iverting nique and 
t t { apat ing 
k “ 1d ved artwork Good 
4 an « .) portunity for the 
* : “ stating age and 
exe me Jot Halifax tid i2 
Gr froes. be ster 


1 OPY IDEAS MAN capcrnen 
fucir qutch ; 


t c and 4 
Jew j ! medium-sized 

West End Agen Pull pe f 

eum . J wl ‘ imfr 

' ’ “ ‘ mmen ing salary 

« 1 6 Mont 

t , “ ' i ath Plea 

te ex 

is 6 Ad. Week Piect St EC4 


if you area 


FIRST CLASS 
LETTERING ARTIST 


there is a progressive post with 

top salary, pleasant working 

conditions and a 5 day week 
awaiting you at 


PUTNAM STUDIO 


Write or Phone GRO. 2585 for an 
appointment or call with your 
specimens at 


1, DOWN ST., PICCADILLY, W.1 


PRODLCTION DEPARTMENT n 


Box Ad Weekly 180 Fleet 8 
PNERGETIC ADVERTISEMENT 
REPRESENTATIVE juired Ficet 
Sure ‘ ‘ ‘ heen 
na man Write fully 
Boa 213 Ad W i ‘ t lee Sc to4 


j44 


| CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


opportunity for 
layout man 


with a difference 


Are you a young or youngish 
man whose layouts are 
perhaps too advanced for 
your employer—or his clients? 
if your work is work with a 
difference, if your layouts 

are worthy of better accounts 
than those on which you 

are working—we are pre 
pared to give you a substan 
tial salary and an opportunity 
to work on national adver 
tising appearing here and in 
America. No Saturdays 
Holidays with pay this year 
Write with full particulars to 
The Creative Director, 


NELSON ADVERTISING SERVICE LTD 
Eagle House, Jermyn St., London, 5.W I 


TALK SCRREN MAN, first “a 


Progress position, g 
hoon Ad Week s bh “ica 
DISPLAY MAN i ! \N low 
Drewsine j ‘ 
4 
K “ ! 
A 
i 44 A Ww I hc 4 
reg wat ° co. LTD. 
. aw iI rar Ww 
An x ' 


RS. MATTHEWS, Mayfair 817! 


A FIRST CLASS G Artest 
' . hoe : 


ADVERTISING AGENCY rex 
‘ * nts of 


Kh 4 Ad Week . t lee I 4 
FIRST-CLASS = rot ‘ RING ee 
; Phone ( tN ry “ 

Box 245 Ad Week I st 


AND LAYOUT 


requil ed 


A. N. HOLDEN & CO. LTD. 
94 Mount Street, 
can provide excellent opportunit 


MAN wt 


achievements show promyse levelopment. Good know 
ledge of Agency practice and w ness to collaborate 
with people who are trying very d are essential. Pleas 
write full details of education xpericence and sala 


but send no specimens 


w.l 


¥ for 


LVEISUALISER 


Ose nagination and past 


TRADE JOURNAL PULBLISHERS 
re immediately. Subs mn ¢ 
w , . i ond and 
Pr " Ex nal term 
T G s Ar ation 
Box 960 Ad Week ! Fleet St BC4 


EXPERIENCED 
VISUALISER 
REQUIRED 


by Gorings Ltd 


Write giving details 
and salary required 
to Mr. H. |. Latham 


72-78 FLEET ST... E.C.4 
ASSISTANT ‘ for ‘a 
i rf man 
t ‘ _ -- 
‘ ‘ > . 

t rder 
oucs 

‘ M ala 
fon \ N« I St Ec4 


PRIVATE 
SECRETARY 


required to Managing Director 
of well known West End Adver- 
tising agency Good appoint- 
ment for young lady with 
experience and ambition in 
advertising Applications in 
handwriting, giving details of 
experience, salary 
etc., will be treated confiden- 
tially 


education 


Box 247 
Advertiser's Weekly, 180 Fleet St., E.C.4 


IMPORTANT PERIODICAL P 


suitat ’ 
Write f 
Rox & \ Weck I Si EC4 
LADY DISPLAY _ REPRESENTATIVE 
cutical 
a NW. I Kn w tedien < 
t 4 . fressin an 
M river W rite 
and alary re 
1 t Ad Manager 


Box 248 Ad Weck 0) Fleet St BC4 


EXPERIENCED 
LAYOUT 
ARTIST 


required by London 
Able to do 
Full 


Age ncy 
finished roughs 
details to 


Box 223 
Advertiser's Weekly, 180 Fleet Sc 


,E.C4 


SILK SCREEN PRINTERS, «& 
' n ' Went 


S TvPnst w . Mus 


May 4, 


APPOINTMENTS VACANT 


LONDON AGENCY 


1950 


requires 
TYPOGRAPHER 


Please send particulars 


of experience ta 


Box 225 
Advertiser's Weekly, 160 Fleet Sc., E.C.4 


ADVERTISING MANAGER required | 
= firm Building and A 


ducts Preter 
. agency produc 
af writ ¥ 
‘ r 4 
’ " ganisc 

ul « wt 

Y W nite 
f ( J Road 
SW a of Aue 
WANTED . elt 
‘ . ¥ <a 
2 ad construction 
\\ " " salar 
# Ad Week 180 Fleet St EC4 


PUBLICITY ARTS LTD 


have vacancies for 


THREE 
SENIOR 
enintetndapaieteaed 


{ a he ampk 


Packaging and Suny 


D> 


Creative Typographer 


{ furthe 


aucanc\ 
t ‘ Tusua pportunt 
: HNIOR LAYOUT MAN 
acqu first ra xperience. A 

“ ik “ ® 


ri dD r F icity 
‘ I Sst M Lan 
WwW 

assest ANT « at required in 


ru r fw known 
k “ Wr statir 


a] t I a 
' wi 

COPYWRITER « { Advertising 
Det Manufactunns 
Middlesex ‘ 


ro 


DRY i> Stee.” Saat 
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‘* Key 
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| 24 
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7 PC , 
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. | a Stal Insurance and 
ax — —_-—-- Pens m Schemes Agency cxpericnce ad 
? Pe oe ; 
4% | Senior Visualiser 
24 Po sat { technique, a strong ad 
; ‘S ’ . 1 mode ok ‘ 
i . | . m™ 
*. -— - ——— 
. | | 
SC“ Cs | “ 
ne PC pom ne By ci 
ae 4 aect and print buver required Or hh g k a sentia . ~ ~ : ee . ~ gar Be 
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.. wife. ay ws . ) 
ae a a i) a a. - training in the product finished 
|g 
4 
i Ss ee ee - F 
: ae... : 
"Road NW 
- 8; 4 ft and 
: - see - eperience is t 
a Were ot oe age. cxpericnce - am ny Uf 4 employ 
3 y sa Re Ad \ ‘ at “ bca Row 41d W ‘ « tice S Pos ° 
Oe 
e. 


May 4, 1950 


| CLASSIFIED ADVERTISEMENTS 


MANAG rR | 
” « A” ver —~ + 
Wi ‘ E wonal opening for keen 
gcd Write 
Gere Man- | 
F ex s EC 4 


N 

i sign. la snd 

: “ uc ® 

i « an work 

’ ; Li . s 1295 

f Kingsw Hall, Kingsway 
ALERT YOUNG” SPACE SALESMAN 
We s) home recas | 

S ] W rite 

B Ad. Week Fleet St BC4 

CREATIVE PACKAGING ARTIST 

i ss Pack 

K sd W 8 Fleet St ECS 

STUDIO BRIGGS LTD 

require 


2 First Cass 
RETOUCHING ARTISTS 
AND 
1 First Class 


LETTERING & GENERAL 
ARTIST 


Only experienced first class 
men need apply 
Phone for appointment 
MUSeum 8434 


FIRST4 LASS LETTERING antest 
rca P s Agen Studio 
exe r ‘ Permanent posi- 
t ' “ * ta t write 
‘ r " I , Quality 

w.c.2 

FIRST4 LASS wring and lay artist 
required for progres London 
Agency Apply 
Box 996 A Weekly 180 Fiecet St EC4 

ASSISTANT WANTED Manager { 
\ a Der rec York 

WW k Newspaper Series. Good 
MI 
8 ‘ VW eck 180 Fleet 
INvomCs TVPISTS, agod 1 
ad s . 1s 
‘ week 
Hox A “ I SECs 

KEOL TIRED ON COMMISSION BASIS, 
xp sles visitng 
P t cs. Art 
ma Ss 1 for new 

M specialised 
* 
B 1 Week is t St BC4 

SECRETARY \ D. Hire 

a" secre 
" t I re 
t I ¢ 8 good 
. . } hav ha 
" as secre 
. ' am phone 
SLé f af 

ADVERTISEMENT MANAGER and 

4 4 . Manage re 
. | cd 
snows 
ks Age 
4 M . rs of 
‘ Fu 
B sd OW i t cw bcs 

DIRECT MAI st Bx RIPTIONS 

SALES MANAG ER. an re 
ed 

: " t shen 
M seoun 
t jars 
BR 4 Vicek a F St C4 

a Sl iO ACCOUNT EXECI 
TIVE r . good 1 rd of 
‘ \ wf m™ 

H ss 
t 4 ENeral 81 4¢ 
REPRESENTATIVE ’ j Magnet 
“ good 
“. et 
‘ ¥ need 
h Newington 

EXCELLENT PROSPECTS 

cs 4 aA « 
i r work 

4 we ‘ 

Box ‘ Ficct St ECS 


PPOINTMENTS VACANT 


PHARMACEL Al MANUF ac 
TURERS : 


CLERK 


use 


ORDER 
i nera 


ur 


tner . 
Roed. N 
BOUOKRKELPING 
‘ red 


LEDGER =. 


Des Brits Medical Associa 
”" Sala {10 pa a riding 
cxiper « penmon scheme 
came ADT Adve 
ager British Medica 
BMA. Hows lavesteck Squar Lon 

tor wc.l 
ADVERTISING SPACE SALESMEN 
red for established speciality publ 


Box 241 Ad. Weekly 180 
SPACE ——_ 


Just *crmancnt 


Ss BC4 
required in ail 
media Salary 


Ficet 


dd Commiason 
Box 4 Ad Wee 

ADVERTISING Youngs man wanted f 

adve rment of | fon 


180 Fleet St BCS 


t 
firm 
4 


aper 
’ y lor n n iwitia 
and value 
from statis details, in 
wmniiden s ce and 
ecner wr 
Rox & ’ ae oe | 
YOUNG exPenis NC —~) A AVOUT 
TYPOGRAPHER want cading 
London Agen Must be used to 
prod ng adaptations { National 
Press advertisements Write in com 
fidence t 
Box 222 Ad, Weekly 180 Fleet St BC4 


AcCOOt oJ ren tg A roughly 
caper Account Executive in his 
1a nac t environs 
area. In addition 
supervising the 
cr of well-known 
he ss had con 
{ az admin 
" me, worked 
nm nearly every de om of an agency 
he can arr be PRACTICAL 
MAN w t feet on the ground 
ir would lik meet him please 
write 
Box Ad Week 180 Fleet St BC4 
CREATIVE LAYOUT MAN, 26 wishes 
ares at present 
» ot t * agency 
a Sala im 
x * Ad W mo F Ss BCS 
waned EXECUTIVE, DAA 
ner Al A . emed in technical 
‘ j ‘ put ty 
I r 
Bow 4A W eck ao f Ss Bca 
EXECUTIVE we ars’ sales 
. a | wi midcr 
y ible p . 
Box Weck Fleet S BCS 
TOP FLIGHT 
ideas woman a) copywriter secks 
f poser West End agency 
St : " Store t « 
ashions st and j 
products Used b fling nationa 
’ ate from th Apply 
Box 250 
Advertiser's Weekly, 180 Fieet Sc., E.C.4 
YOUNG MAN joo r 4 years at 
Arr ¢ z Spevia . leticring 
j you seck “«— w prospects 
& Murtw Drive. Chigw Essex 
Sec- 


SHORTHAND - be Pist. 
berk tc 


wc. Whitehall 9 

specialise in efficient personne! 
YOUNG MAN wide journalistic experi 

ence some egency caperience 

Dowssesaing riginality and drive, socks 

post as junior pywriter 

how Ad W k'y 180 Pleet St BCS 
YOUNG SALESMAN 

Jearous secks posi 


“pany 


180 Fleet S& BCA 


APPOINTMENTS WANTED 


COMMER gat PHOTOG narean 


business 


‘ECS 


s0 Fleet 


PUBLICIST AND JOURNALIST 
with ummediate practical expenence 
of periodical producti 


o, make-up 


typography eahidboons tele 
vision, desires responsible position 
mgenuity and wan are 
required 
Bex 220 


Advertiser's Weekly, 180 Fleet Sc. £.C.4 


mh {© COMfAct artmt experienced in 


Weekly 180 Pleet roa 
ss COMMISSION to 


ct sta 


treclance 
shed M 


Wookly 180 Fleet St EC 4 


TENDERS 


BOROUGH OF 
WORTHING 


OFFICIAL GUIDE, 195! 


Tenders are invited for printing 
and supplying 30,000 copies of 
the 1951 issue of the Worthing 
Holiday Guide 
anc further information avail- 
abie on application to J. HH, 
Coates, Publicity Officer, Town 
Hall, Worthing 
Delivery of tenders in plain 
sealed envelopes to the under- 
signed required by 10 a.m. on 
Wednesday, 3!st May 
ERNEST G. TOWNSEND, 
Town Clerk 
Town Hall, Worthing. 
28th April, 1950 


ACCOMMODATION 


OPTrice Large par turn ] 
t « w 


Sintric Im 


Specification 


room 

usive of 

ea a anna Tw 

phones installed Quiet tenant 
Bos ” Ad We 

orricr 
t 


chiy 180 Fleet St EC4 
ACCOMMODATION (1 
sha wanted Pur 
Agem, preferably with existing 
wit «ephonm type availat 
How \ Week mm f 
wen mend poe ee Pn ie 
n , rous. 3 


tes 


LES 


liford Manual of 


t 
44re 


Teer ‘ PRO 
SCRAP METAL 
WANTED 


Turn out all your old COPPER, ZINC 
STEREOS, ELECTR TYPE, BRASS 
ALUMINIUM, Ecc 
MOUNTED O8 UNMOUNTED 
Collection ar Ring City 5218 
F.) MALL, 36-37 Cock Lane, Snow Hill, ECI 


ranged for 


| 


ARTISTS AND PRODUCTION MEN 
nd ~ Rad prope” : at 
were bal ms “ “ ™~ om { 
“xa * up end down in « mi s 6d 
pos ec € descrig «x 


Producis lorminas Road 


East bourne 


PRINTERS . 


TYPESETTING od Ff for 
Muititth and Roaprim Ma nie 
Ont tlerpress 4 » and Pax 
um Leticr Printing. bepomdial'« 
wr © lew n 0 Cher me Road 
we Riv 4225 

LETIERPREs avvent GRAY RE 
( chon and Mone r " eign 
| ateua Dugda ’ e le in 
Wardowy Sree Londen. W 


PRINTING 
Leaflets — Booklets 
Good work — Keen prices 


WINTERBOTTOM & SON 
28 Prince George St., Portsmouth 


Phone 6662 

PRINTERS having capecty on the 
following machines we m enquires 
for publication Double Demy uad 

Crown Single ( wr, Quad Cr 1 
c ur Quad Demy Siege Colour 
Comptet« opens ‘ _ mae a. bind 
Als magofl 
Well-known 

muse 

Box 143 Ad. Weekly 180 Fleet Si BC4 


SPECIAL ANNOUNCEMENTS 


10,000 CANADIAN 
pte irate nearnrl 


with names of en 


Ho every typ 


LSA Ceonw is 
Amerika, Austra md N r4 and 
Now availal « ‘ np € i 
Ph ane » « Nc 
« Ear i> ‘™M Mark 
Resear hb ‘ ants nd A an 
Style Cor ars th 

R. AYNSLEY. COOPER 
Amct » Chamber 
a’ AM. Ine tx ‘ 


Sweitieriand 


ADVERTISERS’ AID 


Newspaper publishers are 
asked to note that the next 
edition of Advertisers’ Aid 


the well-known reference 
book on all information about 
general newspapers of interest 


to advertisers is 


NOW IN PREPARATION 


Advertisement managers who 
have not yet notified changes 
of data for the forthcoming 
asked to 
immediately to 


THE NEWSPAPER SOCIETY 
Salisbury Square House 
Fleet St., London, E.C.4 


issue are write 


See May I! issue for 
Advertising Services and 
Supplies 


et 


Pe ADVERTISER'S WEEKLY : 
APPOINTMENTS VACANT BUSINESS OPPORTUNITIES é 
é CF ‘ 
Good educa ssc tia W rite . ey . _ we 
mar feu rea wt oo 
Box & Nock 80 Peet St BC4 rt 
eee, “eee =e . 
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| we ee 
s FREE LANCE ARTIST ‘ ers 
i Diack and white pree work { ative | 
st $ fig M ust fully 3 
Box & . ee es 
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| oe reeeennee senna — 
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a (| “ EXPRESS ” GROUP TO 


; Wd Wi 2H, “ iron: . 
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INCREASE CAPITAL? 


London Express Newspapers : ae 
Lid, ya ncrease of capital — 

| to £2,835 by creation of | 
| 200,000 — * A” ordinary shares 
| of 5s. each 
| 


POLITICAL JOURNALS 
TO MERGE 


From June 1 “National Re- 
view” and “English Review 
Magazine,” both political 
monthlies, to m — and adopt 
title “National a English Re- 


bape gpna* 


«a= ¢ 
t view.” Lord Altrincham, now 
nr rare, Oe amen editor of “National Review” will i 
Or ie in ee edit the new journal; Douglas hl oe 
TAA 


Jerro‘d, editor, “English Review 
Magazine,” joins Board. Adver- 
tisement manager, Derek G. 


| Merson. 

| ——— "ay 
Herbert Jones, production “Ne 
| manager, Sidgwick & Jackson i f 


Lid.. publishers, has joined 
board of that company. 


| 
~~ 
| A. E. Kirkham, for two years = 
| chief publicit assistant, a 
Brighton Corporation, becomes = 
s ‘ e * . | advertising manager, Polytech- Ns 
nic Touring Assn., in June. = 
Via the Mississippi | obscene " 
|| PERFUME PUBLICITY 
Along the waterway where once the Nashville, Tennessee the barges PLAN 
showboat brought entertainment to follow the traditional river highway Perfumery trade forming ih 
Mississippi townships modern news- to the deep south. Down the Illinois, ee to nt 7 
| print is now transported speedily and the Mississippi, the Ohio and the cise perfume. No advertising ttt 
‘ projected. T. Lyddon-Gardner, 
economically. It is a three thousand Cumberland rivers newsprint journeys managing director. Yardleys 
. y story __ y > wake > — — Ltd, and D. R. Collins, manag- 
miles long story, beginning in the in the wake of the long-gone showboat ing director, Goya Ltd., chair- 
Canadian Province of Newfoundland — along fifteen hundred miles of | men and ey of st 
. y or | am. n ° 
and finishing at Nashville, Tennessee. water that by-passes railroads and 7 Canes wii as agus 
It starts at Bowaters Corner Brook high freight charges. An important Herr Glasius, advertisement 
mills, where newsprint is loaded on advantage of this overland waterway ae Pg oo ye 
to ships and transported up the transport is the lessened May 9, visiting leading agencies. 
St. Lawrence river, through the Great risk of damage to the newsprint _— through Albert Milt 
Lakes, to Chicago. Here the newsprint rolls — another instance of the 


is discharged into great barge trains — customer service which has become TILLOTSON CENTENARY 
one being 225 feet longer than so closely associated AT HOLIDAY CAMP 


¢ “Queen Mary”. From here to with the Bowater Organisation. To mark its centenary, Tillot- 
son & Son, Bolton, have taken 
Middleton Tower Holiday Camp, 
Morecambe, for May 13 week- 


Issued by end for 2,000 Ba and 
families, including 1 em- 
THE BOWATER PAPER CORPORATION LIMITED ployees of the parent and sub- ‘ 
London alary companies, with “Bolton , a 
Evening News” and “Journal” F. 
GREAT BRITAIN CANADA AUSTRALIA SOUTH APRICA SA NORWAY SWEDEN series. 


Lord Ca amrose to give dinner, 
| Claridge’s Hotel, May 6, in 

honour of Arthur E. Watson, 
| who has just retired from 
editorship “Daily Telegraph.” 
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